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iook-by-Book, one of the 3 
highest-rated CBS Stations 
(share-of -audience) 
in 3-Station markets 



[oney! 



fjEEN BAY, WISCONSIN 

<|:- Evans. General Manager . Represented by H-R Television, Inc. 
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The Cost of Freedom — One of a Series 




Their Christ . . . LENIN 



Their Gospels 



COMMUNIST MANIFESTOES 



The godlessness of communism is chillingly plain. So 
what's the point? Simply that they compete with us in 
selling morality of government to the world. The danger 
is that we may not understand their concept of morality 
. . . and thus expect them to apply our concept of morality 
to their actions. 



Here is the "morality" that faces us. 

"We, of course, say that we do not believe in God . . . We 
say that our morality is entirely subordinated to the inter- 
ests of the class struggle." ★ ★ ★ 

* * ★ "When people talk to us about morality we say: 
For the Communist, morality consists entirely of compact 
united discipline and conscious mass struggle against the 
exploiters. We do not believe in eternal morality, and we 
expose all the fables about morality ..." 

—Selected Works, V. I. Lenin, Vol. IX, pages 475 and 478. 
Published by Cooperative Publishing Society, Moscow, 1935. 

Only through knowing the hard-core of communism, 
factually documented, will we be able to understand it, 
and take steps not just to contain it, but to offer something 
better to the world: Freedom. 

We believe this "sales campaign" should begin at home. 
It's not enough to know what we are against. We must 
know why. 

This series of advertisements coincides with prime time 
announcements on WKY Radio and Television — telling 
more facts about communism. 



Prime Communicators tr. M . on Oklahomans 




RADIO AND TELEVISION 

DIAL 930 • CHANNEL 4 NBC 
OKLAHOMA CITY 

The WKY Television System, Inc WTVT, Tampa- 
St. Petersburg, Fla Represented by the Kati Agency 
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EFFICIENT 7 

Seven time buyers for Agency X work together in one big room, 
their desks arranged as pictured. In the interest of efficiency*, 
they request partitioning to separate each desk. But due to high 
overhead the agency can afford only three straight walls. 

The time buyers found a way to draw three straight lines on the 
floorplan so that each desk is completely separated from the 
others. Send us their solution (on this page if you wish) and win 
a copy of Dudeney's "Amusements in Mathematics" — Dover 
Publications, Inc., N. Y. (If you've already won it, say so in your 
entry and we'll send you a different prize.) 

* In the interest of efficiency (i.e., reaching the largest audience), time 
buyers pick WMAL-TV in the Washington market. It's first, 6 P.M. to 
Midnight, all week long. 



wmal-tv 

Washington, D. C. 
An Evening Star Station, represented by H-R Television, Inc. 

iliated with WMAL and WMAL-FM, Washington, D. C; WSVA-TV and WSVA, Harrisonburg, Va. 
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WTRF-TV SSE 




T. R. Effic! 



EaEC <jP BOB FERGUSON said 
it at a WTRF-TV sales meet- 
ng: "What do I consider a 
super salesman? A guy who 
can sell American radios in 
Japan." 

wtrf-tv Wheeling 

SONG OF THE MOTH: "You Came To Me Out 
Of Mohair" or the missile era song: "The 
Last Time I Saw Polaris" 

Wheeling wtrf-tv 

RHYME: Kathy was a skating champ, on ice 
she loved to frisk. Now wasn't Kathy very 
brave, her little *? 

wtrf-tv Wheeling 

A YOUNG MAN walked into a car dealer's 
showroom and was taken aback by the sug- 
gested price of a compact car. "But that's 
almost the cost of a big car," he exclaimed 
"Well." said the salesman, "If you j/vant 
economy, you got to pay for it, mister!" 

Wheeling wtrf-tv 

NOTHING IS MORE WASTED than a smile 
on the face of a girl with a forty-inch bust. 

wtrf-tv Wheeling 

MORE suggestions came in for the TV Critic 
depicted as Malice in Wonderland in the 
WTReffigy ADworld Series . . . especially 
liked Drear Blabby, Ali Babel and Atomic 
Penergy. (Thanks to M. Phillips of Roseville, 
Michigan) 

Wheeling wtrf-tv 

OUR NATIONAL REP George P. Hollingbery 
will be glad to give you the WTRF-TV story 
and show you why your next spot schedule 
should be beamed to the big TV audience in 
the Ohio Valley dominated by WTRF-TV from 
Wheeling. 



CHANNEL 
SEVEN 



WHEELING, 
WEST VIRGINIA 



NOW! 

BIGGER THAN EVER! 

CH. 



9 



• 450% BIGGER INCREASE 

in number of TV homes per quarter 
hour, 9 AM to Midnight, than the 
other Columbus station!* 

• NOW #1 NIGHT-TIME 
STATION . . . 

leading in more quarter hours, 7:30 
PM- 1 1 :00 PM, Monday through Fri- 
day; 6:00-11:00 PM, Sat.; and 6:30 
to I 1:00 PM Sun.* 
"(MARCH '61 ARB) 

Call The Man 
From Young TV! 

wTVm 

CHANNEL 9 
COLUMBUS, GA. 
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Says Jack Tipton: 

Manager and Director of Sales, 
KLZ-TV, Denver, Colo. 

"We bought Seven Arts' 
Vol. I and II, because, 



for six consecutive years we stayed away from 
feature film programming. Bui... 



WARNER'S 
FILMS OF THE 50V 
CHANGED OUR MIND 



'Films of the 50's" will premiere in September 



"The best pictures we could buy before Seven Arts' feature 
films were available did not match our high standards of 
TV entertainment. But the Seven Arts releases, both 
Volumes, have such a wholesome, all-family appeal, we 
simply had to bring them to Denver's viewers. We know 
they will help KLZ-TV continue to gather the largest share 
of this market's viewers." 



on KLZ-TV's new Mon.-Sat. feature time slot, 
'THE 10:30 MOVIE" 



Warner's Films of the 50's.. 
Money makers of the 60's 




JACK TIPTON 




SEVEN ARTS 
ASSOCIATED 
CORP. 




NEW YORK: 270 Park Avenue YUkon 61717 

CHICAGO: 8922-D N. La Crosse, Skokie, III. ORchard 4-5105 
DALLAS: 5641 Charlestown Drive ADams 9-2855 

BEVERLY HILLS: 232 So. Reeves Drive GRanite 61564 



For list of TV stations programming Warner Bros. "Films of 
the 50's" see Third Cover SRDS (Spot TV Rates and Data) 




THE BETTMANN ARCHIVE 



Public service 

in step with the times 
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Television is seen and heard in every type of American 
home. These homes include children and adults 
of all ages, embrace all races and all varieties of 
religious faith, and reach those of every educational 
background. It is the responsibility of television to bear 
constantly in mind that the audience is primarily a 
home audience, and consequently that television's 
relationship to the viewers is that between guest and host. 



WGAL-TV 

Through the years, machines have been re- 
designed and improved to render more efficient 
service to users. Similarly, WGAL-TV, alert 
to its responsibilities, has kept pace with the 
times in order to fulfill the current needs 
of the many communities it serves. 




Lancaster, Pa. • NBC and CBS 

STEINMAN STATION 
Clair McCollough, Pres. 



Representative: The MEEKER COMPANY, Inc. New York • Chicago • Los Angeles • San Francisco 
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Latest tv and 
radio developments of 
the week, briefed 
for busy readers 



SPONSOR-WEEK 



NEW DAYTIME LOOK COOKING 

ABC TV starts ball rolling toward improved daytime 
programing with Ernie Ford; CBS TV also uplevelling 




Giraud Chester 



The rehabilitation of tv network 
daytime programing is apparently on 
the way. 

The first big stroke in that direc- 
tion, which 
will probably 
cause a lot of 
favorable 
buzzing 
among agen- 
cy people, is 
ABC TV's to 
bring back 
Tennessee Er- 
nie Ford to the daytime viewers in 
1962, announced Giraud Chester, 
ABC TV daytime programing v.p. 

Meantime there's a mass of activ- 
ity in the CBS TV daytime camp with 
regard to upgrading that network's 
daytime schedule for the fall, with 
both William Paley and Frank Stan- 
ton said to be deeply involved in the 
project. 

Another interesting angle re the 
CBS TV daytime situation: among 
the things that the network's affili- 
ate board will be told at today's 
meeting in New York are the 
changes contemplated in the day- 
time program schedule. 

The package that Ernie Ford will 
provide ABC TV will be five half- 
hours live, with the format pretty 
much along the relaxed patter and 
musical lines which featured him on 
NBC TV daytime before he went to 
work for Ford Motor Co. 



In the area of ABC TV two reports 
were circulating on Madison Avenue 
last week. They were (1) the net- 
work was further curtailing its day- 
time schedule; (2) the American 
Bandstand may be dropped alto- 
gether by year's end. The cutback 
report was vigorously denied. 

Ernie Ford's daytime ABC TV show 
will probably originate from KGO- 
TV, San Francisco. The star lives 
near the ABC o&o. Producer is to 
be Betford Corporation. Time slot is 
not yet disclosed. 

Network daytime programing has 
been getting the askance look from 
agency buyers lately and has come 
in for more than its share of criti- 
cism. 



RADIO BILLINGS DOWN 

National spot radio billings for the 
first quarter of 1961 were down 7.9% 
from the previous year, according to 
Price Waterhouse computations pre- 
pared for SRA. 

The 1961 first quarter figure was 
$40.3 million, compared to $43.8 mil- 
lion estimated in 1960. 

However, a strong improvement in 
second quarter 1961 billings is noted, 
and the first half of the year may 
exceed 1960, stated SRA managing 
director Lawrence Webb. 

All these figures are estimates; 
official FCC figures for 1960 won't 
be out until later this year. 



ABC TV's daytime lag 

In daytime audience aver- 
ages. NBC TV has a small lead 
over CBS TV and a large one 
over ABC TV, according to the 
June 11 Nielsen National report. 

NBC TV's average was b.l'Jc. 
compared to CBS TV's ().6 r ( 
and ABC TV's 4.1 ^. In mil- 
lions of homes this averaged to 
3.2, 3.1, and 1.9 for the three 
networks. In shares. NBC TV 
has 34.4fr, CBS TV 33.2 fc. 
and ABC TV 18.77c. 

The NTI figures cover 10 
a.m. to 1 p.m. and 2 to 5 p.m., 
Mondav through Fridav. 



Bulova buys NBC TV for 
$0.9 mil. Christmas push 

Bulova is spending its Christmas 
promotion money this year by way of 
the spot carrier route on NBC TV. 

It's buying 35 minutes to be run 
off during November and December. 
The scatter plans involve five eve- 
ning shows. The bill: $850-900,000. 

SSC&B is the agency. 



Pat Weaver to head M-E unit 

Sylvester L. Weaver has been ap- 
pointed president of M-E Produc- 
tions, the radio/tv division of Inter- 
public. 

Two high level McCann-Erickson 
executives have resigned: ex-chair- 
man C. Terence Cline, and ex-presi- 
dent Jack L. VanVolkenburg. 

Annual broadcast billings of M-E 
Productions, which Weaver now 
heads, are $100 million. 
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WMCA WINS DECISION 

WMCA, New York, won the latest 
judicial round in its expedition into 
New York State politics. 

WMCA had brought a suit on be- 
half of New York City charging that 
the State Legislature deprived the 
city of representation unconstitu- 
tionally. 

This week federal judge Hon. 
Richard H. Levet denied a motion 
for dismissal of WMCA's complaint 
which had been made by state attor- 
ney-general Louis Lefkowitz, defend- 
ant in the WMCA action. 



News effective for Texaco 

The Huntley-Brinkley Report is an 
effective tv property for Texaco, ac- 
cording to an NBC Research report 
of viewer attitudes. 

The show is enjoying a higher 
share, is reaching more homes-per- 
minute, and has the highest "Q" 
score of all current tv shows in all 
1961 TvQ studies. 

Viewers were more aware of Tex- 
aco's name than non-viewers, 50% 
to 39%. More viewers could identify 
the company trademark, and more 
were usual users of the Texaco 
brand than non-viewers were, the 
latter by 13% to 7%. 

Regular viewers also had a more 
favorable opinion of the brand, 39% 
to 22%. 



The study was conducted by R. H. 
Bruskin Associates nationwide bi- 
monthly AIM study of March 1961. 
Results were based on interviews 
with 2,657 adults. 



NBC GROSS TOPS APRIL 

NBC TV led the two other net- 
works in gross billings in April 1961, 
according the LNA/BAR figures just 
released. 

So far NBC TV has led in all re- 
ports in 1961 and has led in seven 
of eight monthly reports since the 
1960-61 season began. 

Prior to October 1960 CBS TV led 
each month for seven years. All of 
which led NBC TV v.p. Walter Scott 
to predict, in words reminiscent of a 
rival's former claim, "By the end of 
1961 NBC TV will be the world's 
largest advertising medium." 

In the April reports NBC TV 
showed a daytime climb of $2.1 mil- 
lion over a year ago, while CBS TV 
suffered a drop. 



D-F-S elects Wham, Stack 

Dancer - Fitzgerald - Sample has 
elected two new v.p.'s, David Wham 
and John Stack. 

Both Wham and Stack are account 
executives in the New York office. 



KNOX REEVES MERGER 

Knox Reeves of Minneapolis and 
Fitzgerald Advertising of New Or- 
leans have become affiliated. 

In New Orleans only the name of 
the new firm will be changed. It 
will become Knox Reeves-Fitzgerald. 

Roy M. Schwarz, in charge of the 
New Orleans office, and E. W. Rector 
Wooten, executive art director there, 
have been named v.p.'s of Knox 
Reeves. Joseph L. Killeen will be 
chairman of the executive commit- 
tee of the New Orleans office. 

Total personnel for the combined 
operation is estimated at 150. 



Hints given on film savings 

(Grand Rapids): Tips on how to 
hold down film production costs 
were given by Ruth L. Ratny, crea- 
tive v.p. of Fred Niles, to the Grand 
Rapids Advertising Club last week. 

Save by shooting more than one 
film at a time. 

Trust your producer's experience 
in suggested storyboard changes. 

Agree upon changes before — not 
after— production starts. Avoid sync 
shooting, if possible, and use a 
voice-over announcer. 

Avoid unpredictables like kids, 
smoke, water, and dogs. Don't try 
to dazzle with opticals. 



ABC TV NATIONAL STATION SALES NAMES THREE LOCAL MANAGERS 




Richard Beesemyer 



Several more of the local sales managers for the new 
ABC TV National Station Sales unit were named this week. 

Richard Beesemyer, sales manager of KIVXT, Los Angeles, 
a CBS o&o, is leaving that post to become Los Angeles man- 
ager of the new ABC TV unit 31 July. 

James R. Osborn, general sales manager of KXTV, Sacra- 
mento, has been named ABC TV National Station Sales 
manager in San Francisco. 

Previously appointed as central division head in Chicago 
was D. Thomas Miller. 




James R. Osborn 
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a statement of 

WWLP & WRLP 

(Television in Western New England) 
by William L. Putnam 



TO WHOM ARE WE RESPONSIBLE? ? 



First off I don't feel any responsibility to the 
Federal Communication Commission except to 
abide by the law of the land. Lest thi^ may 
sound like some horrible form of heresy, I 
should point out that the Commission in all its 
various doctrines and pronouncements com- 
mends such an attitude. We regret very much 
that the same Commission's decisions fail to 
encourage such a feeling of responsibility to 
the community. 

Our Commission says quite clearly that we 
are responsible to the needs of a particular city 
and that our individual obligation is to pro- 
gram our station in the interests of that com- 
munity. Thus we see justification for the Table 
of Allocations wherein certain frequencies are 
assigned to certain areas; wherein all broad- 
casters are then given a limited geographic 
area of responsibility and wherein each of u« 
is given the obligation to serve the local need- 
of the people. 

Unfortunately for this concept our business 



is run by placement of advertising dollars and 
so this valuable concept has been vitiated by 
the decisions of our Commission which have 
allowed such wide spread coverage and such 
vast economic potential that the bulk of our 
TV broadcasters feel no economic necessity to 
cater to the particular local needs of any geo- 
graphic area. As we all know from some rather 
horrible examples, if there is no economic 
necessity there isn't going to be much action. 

It is greatly to be regretted that this dynamic 
industry is not being used to serve in ever}' 
community the local needs of the people at 
the same time that it serves the commercial 
needs of national advertisers. How much better 
off would all the people be if this medium 
whose very persuasiveness is demonstrated bv 
the strength of its critics were to be used for 
the constructive advancement of local needs as 
well as the national needs of our people. 

Represented nationally by HOLLINCBERY 
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This is just one of the 



faces of Florence 



Florence has more than beauty. 
Florence has the vitality of the new South, 

the scope of fertile fields, the energy of 
industry. And Florence has WBTW. 
a television station whose signal 

unifies the fifth largest single- 
station market in the nation. 

WBTW 

Florence, South Carolina 

Channel 8 • Maximum power • Maximum 
Represented nationally by Young Television 





A Jefferson Standard station affilia i 
WBT and WBTV, Chariot' 



J J 
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ABC TV shows nighttime 
June II Nielsen advantage 

At season's close, ABC TV had an 
advantage in the Nielsens over both 
CBS TV and NBC TV. 

In Nielsen 50 market report June 
II 1961, average ratings for seven 
days 6 to 11 p.m. were as follows: 
ABC TV, 14.9; CBS TV, 14.3, and NBC 
TV, 12.0. 

In percentages ABC TV was 4% 
ahead of CBS TV and 24% above 
NBC TV. 

In average homes per minute 
ABC TV was the only network to 
show an advance over 1960. It went 
up 6% from (in millions) 6.3 to 6.6, 
while CBS TV fell 4% from 7.3 to 
7.0 and NBC TV dropped 2% from 6.2 
to 6.1. 



LATIN TV IS GROWING 

Commercial television is growing 
in Latin America despite many seri- 
ous difficulties. 

In Lima, Peru, for example, the 
two top agencies, J. Walter Thomp- 
son and McCann-Erickson, are al- 
ready putting 30% of their clients' 
budgets into television. 

These clients "strongly prefer U.S. 
telefilm" and are eager for the debut 
Df a new channel "to increase their 
►v advertising," reports MPEAA v.p. 
A/illiam H. Fineshriber, recently re- 
turned from a 
five-week tour 
of eight Latin 
American 
Countries. 

Commercial 
tv is showing 
impressive 
growth also in 
Argentina, 
Brazil, Uruguay, and Mexico. 

■: There is pressure for commercial 
v in other countries, expected to 
ieach success in the next year or so. 




Wm. Fineshriber 



GE FALL BULB SPOTS 




Since the football and bulb- 
buying seasons coincide. Gen- 
eral Electric has decided to use 
its tv commercial character. Mr. 
Magoo, in a series of football 
theme spots this year. 

The campaign extends from 
2 to 30 October and is in 135 
markets. More than 100 com- 
mercials will be run in each 
market. Coverage is estimated 
to exceed 95/c of the nation s 
tv homes. 

The GE bulb campaign will 
be backed by heavy point-of- 
purchase efforts and special 
stress on four-bulb packs. 

"Major change in our spot 
buying pattern will be increased 
emphasis on daytime announce- 
ments, with less emphasis on 
night commercials. Studies of 
our past campaigns show we 
have reached the bulb-buying 
market more effectively with 
daytime tv," commented Robert 
V. Corning, GE large lamp mar- 
keting manager. 



Trading stamps to NBC TV 

The trading stamp business has 
reached big time as far as tv, at 
least, is concerned: S&H Green 
Stamps (SSC&B) will bs co-sponsor- 
ing Dinah Shore with American 
Dairy (Compton) next season. 

S&H's commitment on NBC TV: 
half of the 10 hours, which in time 
and talent will run around $1.3 mil- 
lion. 

Until lately trading stamps have 
been buying mostly spot. 




Walter Schwimmer 



North American Van from 
ABC TV to Nat'l spot film 

(Chicago): North American Van 
Lines (Biddle Adv., Bloomington & 
Chicago) has decided to withdraw 
Walter Schwimmer's Championship 
Bridge from 
ABC TV and to 
place it mar- 
ket-by-market 
on a national 
spot film ba- 
sis. 

Main rea- 
son for the 
move is this: 
to get substantial merchandising 
support from individual stations and 
to allow individual van line agents 
to play a bigger role. 

Over one hundred markets are in- 
volved. Clearance starts this fall for 
January start dates. The show is 
thirty minutes and will be for twenty- 
six weeks. 

North American was for two years 
sponsor of Championship Bridge on 
ABC TV. 

Network affiliates generally pro- 
vide a great deal more local promo- 
tion and merchandising for locally- 
placed shows (in syndication or na- 
tional spot) than they do for their 
shows fed by the network because of 
their greater economic share of lo- 
cal program time sales. 

Meanwhile, in New York, producer 
Schwimmer, speaking last week be- 
fore the Bowling Proprietors Asso- 
ciation, referred to another of his 
shows, Championship Bowling, and 
pointed to the merchandising and 
promotion support operators could 
give a tv series. 

In a survey of 52 bowling alleys, 
48 proprietors agreed to stock and 
promote a beer or tobacco product 
that sponsored a tv bowling series. 

He pointed out that the billion-a- 
year bowling industry gets about 
15% of its revenue from beer sales, 
not counting other extras such as 
food, tobacco, and equipment sales. 
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FIRST TIME IN SYNDICATION! 

steve mcqueen 

Last seen on the CBS Television Network 
capturing big audiences (3-year average 

Nielsenrating:24.7)...and big long-term 
network sponsors (Brown & Williamson 

MPs 

^CBsfJ^s 



What they see on 

WJAC-TY 




THEY BUY! 




How many people are watching is 
important, of course. Both ARB 
and Nielsen agree that more people 
watch WJAC-TV than any other 
station in the Johnstown-Altoona 
market. But WHO is watching is 
also important. Are the viewers 
also buyers? WJAC-TV viewers 
are! Dozens of happy, successful 
advertisers sing the praises of 
WJAC-TV for turning viewers into 
customers. We think we can do the 
same for YOU! 

For Complete Details, Contact: 

HARRINGTON, RIGHTER 
AND PARSONS, INC. 

New York Boston Chicogo Detroit 
Atlonlo los Angeles Son Froncisco 



SERVING MILLIONS FROM 
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by John E. McMillin 



Commercial 
commentary 

It's a rough business, boys 

The new? that Texaco is switching its king- r 1 ^^'^^'"*" 

size $16 million account from Cunningham & 
Walsh to Benton & Bowles, effective 1 October, 
broke just before the 4th of July weekend and 
provided both a gloomy and a happy holiday for 
a lot of perspiring agency guys. 

Actually, of course, the Texaco defection was 
merely another in the long list of nervous re- 
alignments which have shaken the petroleum world in the past 1( 
months with Shell, Continental, Cities Service, Mobil Oil, and Ameri 
can all seeking to solve their complex marketing problems by shame 
lessly chopping off agency heads. 

But somehow, the C&W loss seemed to me particularly tragic, ant 
an especially sickening example of the hazards, risks, and heart 
breaks of the agency business. 

On the surface at least, and to the extent that any outsider cai : 
ever know such things, C&W had done a good job for Texaco. 

Its Huntley-Brinkley buy was hailed in the industry as one of til 
solidest tv investments ever made, and this long before the NBl 
pair zoomed into commanding news leadership with their 196 
Convention coverage. 

In radio, C&W continued Texaco's Metropolitan Opera sponsoi 
ship with some smart media buying that set up an "opera network. 

In commercials, C&W did many outstanding jobs, as all of us wh 
judged the American Tv Commercials Festivals will testify. 

And, in marketing, C&W came up with a bushel of ideas rangin 
from the' use of tv specials for spring and fall changeover drives t 
attractive promotions and premiums. 

But, despite such efforts, Jack Cunningham's shop got the butc ,; 
er's ax just 10 days after Texaco had officially denied to SPONSC 
that it had any such intentions. 

Agencies helpless in account switches 

I don't know, of course, what really precipitated the move, ai 
the purpose of this piece is not to defend C&W or blast Texaco. 

But somehow, over the 4th, I got to thinking about all the ha 
work and fine creativeness which C&W people had put in on t 
Texaco account, and about how defenseless an agency's personr 
really are, when one of these big switches takes place. 

All of us who, as agency men, have ever lived through the harro 
ing experience of losing a multi-million dollar account, know tl 
copy, media, radio 'tv. research, and staff people often have to ta 1 
a fearful beating for things which are not their fault. 

And the gloom which fills the offices of high agency brass is ev;i 
thicker in the cubicles of the juniors who have given their heai 
blood — enthusiasm, loyalty, late nights, long hours — to the causej 
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1 don't think it is enough to say, as we do so often and so cyni- 
cally, "well, it's a rough, tough, throat-cutting business." 

Any competitive business has its elements of risk, and cruel im- 
jersonality. But there is something about agency work which makes 
t especially disheartening, something which, 1 believe, steins from 
i fundamental flaw in the structure of agency-client relationships. 

Looking back over 30 years of close association with advertising 

can honestly say that I've known of few big accounts that changed 
.gencies because of poor agency service. 

Why do accounts change? 

No (and this is hard for many outside the business to under- 
tand), most account changes take place because of power shifts or 
ower struggles within a client's own organization. 

They happen when a major corporation realigns its lop executives, 
hen a marketing v.p. has the squeeze put on him by a company 
easurer or production head, when intramural fights develop within 
le board of directors, or when a fair-haired boy rises from the ranks. 

They happen because of deaths, because of retirements, because 
f corporate politics and jealousies, because of executive cowardice. 

But seldom because of outright inefficiency' or agency mishandling. 

All of which makes the business more than necessarily nerve- 
lcking for both agency owners and agency employees. 

It means that agency big shots must spend a wholly disproportion- 
:e share of their time in high-level politicking and in holding super- 
•nsitive stethoscopes on a client's organizational heartbeats. 

For agency personnel, it means they enjoy far less security, far 
ss respect, and far less decent treatment than their opposite num- 
?rs within a client's own organization. 

I These, of course, are ancient complaints. And perhaps nothing 
lin ever be done about ihem. 
But. more and more, now that I've been able to get a little per- 
>ective on the agency business, I've begun to wonder about agency 
mtracts and agency compensation. 

i 

Perhaps at one time they were fair and equitable. But I doubt 
they are today. 

Profits are too small 

In recent years, the over-sized profits which a few independent 
isiness men were able to take out of their agencies, have all but (lis- 
I'peared. And agency salaries, once stratospheric compared to 
ose paid by industry, no longer enjoy that spread. 
Increasingly, 1 believe, the agency business has been shaking down 
to a high-risk, low-profit operation, one characterized by intense 
Jlessures, grinding work, furious frustrations, bitter insecurity, and 
■complete lack of the excitement, glamor, romance, fun. and proud 
urns it once knew. 

finder these circumstances I don't think it surprising that the 
' s is growing disturbed about the "public image"' of advertising. 
As so often happens, the image merely betrays an inner distress. 
And 1 believe that the gentlemen of the 4A's, instead of trying to 

'vise elaborate p.r. programs to sell "thought leaders" and '"opinion 

nkers' on the merits of advertising, would do well to build more 

! f-respect into their own operations. 

jl am certain that higher commissions (yes. higher than 15 r r) and 
Vg term client contracts on a firm basis, would allow agency men to 
1 Id their heads up again, and greatly benefit the business. 




A solid play in Michigan s Golden Triangle 
stakes you to a lively market— Lansing, 
Jackson and Battle Creek! W1LX-TV cracks 
all three with a city-grade signal and scores 
big in a lush outstate area. 



CHANNEL j]^ 




Operating with a 1,008 foot tower 
at 316,000 watts. Let this one 
outlet give you all three markets. 



Represented by 

VENARD, RINT0UL & McCONNEL, INC. 



THE GOLDEN TRIANGLE STATION 
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HUNDREDS OF PRIZES FOR A SIX WORD SLOGAN 




FIRST PRIZE 



2 round trip first class tickets from New York to Rio 
de Janiero via Varig Jet. 



S SECOND PRIZES 

A seven day Caribbean Cruise on the S.S. Nassau, 
(two tickets to each winner). Choose your own vaca- 
tion days. 




lO THIRD PRIZES 

Ten magnificent Webcor Tape Recorders. 




SO FOURTH PRIZES 

Fifty FM clock Receivers 



SO FIFTH PRIZES 

Fifty alarm-clock radios. 



WVNJ will be FM as well as AM 

As of now WVNJ is no longer AM only, but FM too! 

To crystallize this larger image we want a six word slogan. Come up 
with the winning slogan and you'll be one of the highest priced copy- 
writers in history because you'll be getting almost $300 per word. 

We have no preconceived notions. We're wide open for ideas. All we 
want is something nice and simple that tells you— one of the decision- 
makers in your agency— that WVNJ, with FM added at no extra cost, 
is an even better buy than it was before. 

So put on your thinking caps and go to work. Even if you don't win 
the Grand Prize, you've got a chance at hundreds of others in this 
greatest agency contest in radio history. 

RULES: Create any six-word slogan. Send it with your name and 
Company's name to WVNJ, Newark, New Jersey. Submit as many 
slogans as you like. We can't return any "masterpieces" but, we 
guarantee they'll all be read carefully by the judges, whose decision, 
of course, will be final. 

Winners will be announced sometime in September. Contest is open 
to any agency man or national advertising manager in America ex- 
cepting WVNJ's own agency and the members of its station's staff. 



WVNJ 

NEWARK, N. J. -COVERING GREATER METROPOLITAN NEW YORK 
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WSLS-TV 

Roanoke , Virginia 

■ • ■ the 

station 
where 

leadership 

& 

integrity 

are 

tradition ! 
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NATIONAL REPRESENTATIVES 
AVERY- KNODEL, INC. 

'THERE IS NO SUBSTITUTE FOR INTEGRITY" 




* MATURE, ESTABLISHED 
PERSONALITIES * AWARD 
WINNING NEWS ★ EX- 
CLUSIVE HELICOPTER 



FIGHTING EDITORIALS ★ 
ADULT MUSIC * 



w 



49th and 
Madison 



THE STATION OF THE STARS 
CALL GILL-PERNA, INC. 



Wants Emmy revamped 

I have just finished reading your 
editorial in the 5 June 1961 issue of 
SPONSOR. I wanted to drop you this 
word of endorsement of your views 
on the Emmy situation. 

I have been greatly exercised re- 
cently about current activity in Wash- 
ington. I believe that a revamping 
of the entire Emmy structure would 
present a better reflection of broad- 
casting in general to the public. Cer- 
tainly the current system of making 
awards is far from being the best 
thing that broadcasting can present 
to the public as its image. 

I am happv that you have spoken 
up as you did on this subject and I 
hope that broadcasters in general 
will rally around and do something 
about the matter with the result that 
we shall in the future present our- 
selves in a far better light. 

William T. Knight, Jr. 

president & general manager 

Savannah Broadcasting Co. 

Savannah 



We lave Sacramento 

San Francisco is certainly one of our 
favorite cities. And there is little 
question that all of us at KRAK 
would be flattered to be a legally 
designated San Francisco station. 
But the legal fact remains that we 
are a Sacramento radio station and 
we love the state capital. Your story 
in WRAP-UP, 5 June concerning 
KRAK's new single rate card unfor- 
tunately mentioned KRAK as a San 
Francisco station and apparently 
you have excellent coverage in this 
area since my telephone has been 
ringing all day on this very subject. 

We can appreciate the type error 
that occurred and we would be ex- 
tremely grateful if this letter were 
published to correct this obvious 
mistake. KRAK is a legal 50.000 



watt, clear channel, Sacramento-des- 
ignated station, and is mighty proud 
of its Sacramento affiliation. 

Manning Slater 

president & general manager 

KRAK 

Sacramento 



Ratings in Phoenix 

STORY ON PAGE 61 (FILM] 
SCOPE) SPONSOR 26 JUNE 196M 
INFERS KOOL-TV FIRST IN TWO] 
HOUR PERIOD 3:30-5:30 PA| 
MONDAY -FRIDAY RESULT 01 
FLYING A WESTERNS. WHILrj 
THESE ARE EXCELLENT PR0P| 
ERTIES, THIRD PARAGRAPH 
THIS STORY INACCURATE: YOt 
SAY "THEN THE STATION PI 
IN CBS FILMS FLYING A PACF 
AGE OF THREE WESTERNS PLUl 
ITC'S BROKEN ARROW AND Bl 
MARCH 1961 WAS FIRST IN THI 
TWO HOUR PERIOD WITH Al 

11.3 RATING." PHOENIX ARE.] 
NIELSEN STATION INDEX 2\ 
MARCH 1961 AVERAGE QUA^ 
TER HOUR RATINGS 3:30-5:! 
PM, MON-FRI ARE AS FOLLOWS 
KPHO-TV. 11.2; KOOL-TV, 7.{ 
KTAR-TV. 4.5; KTVK, 3.6. FOUl 
PROPERTIES ON KOOL-TV RAT 
AS FOLLOWS: (AVERAGE HAL 
HOUR MON-FRI) AUTRY. 3: 
6.3; OAKLEY, 4:00, 6.6; RANC 
RIDER, 4:30, 7.9; BROKEN A| 
ROW, 5:00, 8.9. MARCH 1961 Al 
SURVEY SHOW'S KPHO-TV FIF 
3:30-5:30 WITH AVERAGE MC 
FRI QUARTER HOUR RATING f| 

10.4 COMPARED TO KTAR-' 
3.3; KTVK, 2.2; KOOL-TV, 2| 
KNEW YOU WOULD WANT 
KNOW ABOUT THIS. 

Bob Martin 
director, programing j 
operations 
KPHO-TV 
Phoenix 
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An encore for three of 
our "personalities. v 
Good sports. Attractive 
people interested in 
the Metropolitan 
way of life. 

METROPOLITAN 
BROADCASTING 

?0.5 East i!7t)t Strrit,Xrif Yor); il.X. Y. 





TELEVISION STATIONS 
WNKW-TV New York, N.Y. 
WTTG Washington, D.C. 
KOVH, Sacramonto- 
Stoekton, California 
WTVH IVoria, Illinois 
WTYP Decatur. Illinois 

RADIO STATIONS 

WNFAY New York. X.Y. 
WllK Cleveland, Ohio 
WIP Philadelphia, P«. 

A MVISIOX OF MKTHOMKIHA.IXV. 
other d) visions are: 

Foster ami Kleiner, Outdoor A<lrertixinti 
oprrotiny in Washington , Oreaon, 
Arizona and California 
Worldwiile Hroadeastinii,WIlVL Radio 




Clicked again 

Again and again and again, for the 2 weeks ending June 18, the 
watchers were clicking their dials to ABC-TV programs. 

Nielsen-wise,* this activity put 6 ABC shows in the top 10. The 
Untouchables took 1st place. And My Three Sons, in 3rd place, led all 
neiv shows. 

It all added up to an ABC largest audience share . . . larger than that 
of either of the other networks . . . significantly, where it counts most. 
Namely, in the 50-market area (largest competitive area measured by 
Nielsen) where the watchers have a i/zree-network choice. 

And choose accordingly. 

ABC Television 

*Source: National Nielsen SO-mariet TV Reports Average Audience two weeks ending June 18, 
1961. Sunday, 6:30-11 PM. Monday through Saturday, 7:30-11 PM.All commercial time periods. 



Interpretation and commentary 

on most significant tv/radio 

and marketing news of the week 
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Trying to discern a pattern emerging from the prices and policies being ap- 
plied to the 40-second cha inbreaks has become the July brain-throbber of agency 
media executives with heavy stakes in spot tv. 

A random check among them by SPONSOR-SCOPE last week disclosed these impressions: 

• The scattering of ratecards at hand were so different in prices and policies that 
any attempt to read a pattern would be premature and useless. 

• The 40s will probably be bought mostly on a preemptible basis, because of the 
diminished rate as against fixed 40s. In other words, their appeal will be hottest for oppor- 
tunistic buyers. 

• Until the rate picture falls into sharper focus most agencies will, with regard to their 
fall activity, proceed on the premise that the 20-second spot will retaiii most of its 
popularity, while the creative departments continue at the same time to play around with 
40- and 30-second commercials. 

• The pattern that these chainbreaks take eventually will be determined anyway by the vol- 
ume and business status of the spot market. 

P.S.: B&B's Lee Rich said that Maxwell House coffee will be coining back into spot, but 
that it was up to the medium to keep itself completely flexible so that an advertiser has avail- 
able to him on a broad base 10s and 30s as well as 20s and 40s. 



Highlighting the past week's buying in national spot tv was the quests from sev- 
eral sources of half-hours for syndicated series. 

These accounts: North American Van Lines (Biddle), Colgate (Norman, Craig & 
Kummel) and Duffy-Mott (SSCB). 

Other spot tv buying activity: Scott Paper (JWT), fringe minutes, starting end of Au- 
gust; Lever's Stripe toothpaste (JWT); Chase & Sanborn Instant brands (JWT), 250 
rating points a week in fringe and prime time; Remington Arms (BBDO), quarter-hour 
hunting and fishing shows; Doughnut Corp. of America's Goldmine Ice Cream Treat 
(KHCC&A), minutes in kid shows, beginning 6 September; Gravy Train dog food (B&B), 
prime time and fringe, starting 24 September. 

The spot media campaign which Amoco (D'Arcy) started last May is up for re- 
uewal, with the agency doing a sort of re-evaluation of the station lists. 

For Chicago it's meant getting in there with a flurry of switch-pitches. 



The tv networks have about tossed in the sponge in their efforts to bring Avon 
cosmetics into the fold. 

This year-in-and-year-out user of spot — last year it ran around S3 million — has refused to 
yield to the blandishments of network salesmen, holding to the proposition that the spot fran- 
chises that Avon has built not only give it the sort of dominance its position in the 
cosmetic field (#1) needs but provides the right sort of local identity that its door- 
to-door saleswomen find most fitting. 

Avon, which is in about 200 markets, apparently looks on the cliainbreak as provid- 
ing an apt type of vehicle for the message it wants to deliver, and is not interested in 
the price preachments of the networks. 

For at least one of the tv networks, the pitch to Avon has been an annual ritual. 

P.S.: The networks have run into the same freeze with regard to l-iiivin, whose U.S. 
business in 11 years rose from $180,000 to $20 million. 
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SPONSOR-SCOPE continued 



IVBC TV says it's going to sit tight with its pohey of selling nothing less than 
quarter-hour, even though CBS TV has extended its minute participations plan 
from the morning to a couple of strips in the afternoon. 

The two strips are the Millionaire and Faee the Faets, which CBS TV admits hasn't 
been anything as well as the rest of its afternoon fare. 

Explains CBS TV: minute participants in the two shows must also hold minutes 
in the morning schedule. In other words, Millionaire and Facts were opened up as an 
inducement to morning prospeets. 

BBDO Minneapolis has a modus operandi whieh seems to be evolving into a 
pleasant and convenient relationship with Chieago radio reps. 

Instead of bidding the reps to come to Minneapolis, the ageney for the past two years 
has sent a delegation to Chieago to meet with the sellers to outline campaign targets, plac 
orders and exchange viewpoints, in connection with Cream of Wheat radio buys. 

Last week BBDO sent a group down on behalf of Chun King. 

There was a lot of aeeount switching the first six months of 1961, but, Strang 
as it may seem, the hulk dollars involved didn't eome up to the level of the mass 
migration for the like period of 1960. 

More giants took their business elsewhere during the 1960 first half — like Chrysler, 
Pepsi-Cola and Shell. And those with air media connections in the $1 million and over 
elass added up to the same number, namely, 20. 

ADVERTISER FROM 



TO 



ESTIMATED BUDGET 



Texaco 


Cunningham & Walsh 


Benton & Bowles 


$18,000,000 


Liggett & Myers 


McCann-Erickson 


JWT 


15,000,000 


Handy Andy, Spry, AirWick 


K&E, FC&B 


JWT 


8,000,000 


Bulova 


McCann-Erickson 


SSC&B 


6,000,000 


Alpine, Benson & Hedges 


DDB 


Burnett, B&B 


4,000,000 


Ajax (Colgate) 


McCann-Erickson 


NC&K 


3,500,000 


Schlitz 


JWT 


Burnett 


3,500,000 


Timex 


Doner 


Warwick & Legler 


3,500,000 


Elgin 


JWT 


McCann-Marschalk 


2,500,000 


Pittsburgh Plate Glass 


BBDO 


JWT 


2,500,000 


Speidel 


NC&K 


McCann-Marschalk 


2,500,000 


Lanolin Plus 


EWR&R 


Daniel & Charles, 


2,500,000 






LaRoche 




ASR Gem, Pal Injector 


K&E 


Benton & Bowles 


2,000,000 


Vic Tanny 


Charles Stahl & Lewis 


KHCC&A 


2,000,000 


American Dairy 


Tatham-Laird 


Compton 


2,000,000 


Exquisite Form 


Regal 


KHCC&A 


1,500,000 


Planters Peanuts 


Kemper 


JWT 


1,500,000 


Coty 


BBDO 


DFS 


1,300,000 


U.S. Tobacco 


LaRoche 


Donahue & Coe 


1,200,000 


Standard Oil NJ. 


Ogilvy, B&M 


NL&B 


1,000,000 



Sliee the three options K&E gives Lineoln-Mereury dealers iu handling theii 
fall radio set sehedules, any way you want, it still adds up to faetory money getting 
loeal rates. 

The options from which the dealers may choose, with K&E paying the bill: 
Option #1: the dealer sets the schedule directly with the station at local rate. 
Option #2: the dealer sets up a tentative schedule and sends it on to K&E for exam 
iiiatioii and approvals. 

Option #3: the dealer leaves the negotiating — at-local-rates — to K&E completely. 
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SPONSOR-SCOPE continued 



CBS TV's ace and much acclaimed public affairs series, CBS Reports, may wind 
up next season as a minute participation carrier. 

AT&T has agreed to sponsor any of the Reports that deal with space matters, 
but the network hasn't been able to latch on to any other advertisers disposed to full sponsor- 
ship. 

Much as it doesn't like the idea — particularly because of the program's prestige — the 
network could within the next few weeks decide to make CBS Reports available 
to four participants per broadcast. (There are four commercial intermissions.) 

List price per program: $50,000, talent; about $100,000, time. 

Agencies will shortly get a look-see at the results of a special study done by 
Nielsen for ABC TV which relates the product buying pattern to the tv viewing 
pattern. 

What the agencies will witness is the sample of a continuing project, with the data broken 
down by heavy viewing families vs. light viewing families, family size, income status, etc. 

Looks like the hottest problem — outside of getting more business — confront- 
ing the tv networks on the daytime front is finding ways of cutting down on pro- 
gram costs. 

Supply, competition and a narrowing market have made daytime price an overriding 
factor and the only place for economy is the programing schedule. 

Time was when a network boasted about how long a daytime show has been on 
the air. Now that circumstance has its drawbacks, because the longer it's on the more ex- 
pensive, what with the talent escalator clauses. 

In addition to this profit squeeze the networks have to contend with the competition 
their daytime is getting from nighttime where the package minutes are getting cheaper 
and scatter plans prevail a la daytime. 

ABC TV is seeking to make hay over the facts that Nielsen's second June 
report covering 50 cities shows that network as the only one making a share and 
audience gain over the like report for 1960. 

The comparison, which gives ABC TV an increase of 8% in share and 19% in audience: 

1961 1960 

NETWORK AVC. SHARE AVC. HOMES AVC. SHARE AVG. HOMES 

ABC TV 20.3 2,000,000 18.8 1,700,000 

CBS TV 39.4 3,600,000 39.5 4,000,000 

NBC TV 30.5 2,700,000 30.7 3,000,000 

Note: sets in use daytime were up over June 1960. 

ABC TV's competitors are treating the foregoing development with an airy, "So what, 
the kids are home from school vacation." 

Price quotations were made available last week by ABC TV for its new juve- 
nile strip, tentatively billed as Periscope. 

The package rate per minute, time and talent: 1 to 25 minutes, S4,000; 26 minutes 
or more, $4,500. These are charter member quotes. The rates apply for 52 weeks. 

After 2 October, the date of the series takeoff, the rate per minute will be, notes the 
price sheet, $5,672. 

Speaking of quotations, here's one from the Periscope description sheet: "Tangy as 
a peppermint stick, but at the same time loaded with vitamins of solid informa- 
tion, it nourishes the eternal desire to he amused, while exploring frontiers of 
knowledge. From the farthest horizons of earth, to scientific inagic that can be 
performed in the kitchen, Periscope will enchant America's kids with a kaleido- 
scopic combination of knowledge and pleasure. . . ." 
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SPONSOR-SCOPE continued 



Tv business developers are pretty well reconciled to Shell Oil's confining itself 
to newspapers the rest of this year, even though its agency, OBM, is buying radio 
schedules here and there as the result of local distributor-dealer pressure. 

Come next season Shell will have an international golf tournament series via film go- 
ing on CBS TV but this is strictly institutional. 

Radio reps, it might be noted here, are somewhat discomfitured by the antagonism they 
say they're encountering at OBM when inquiring about markets being bought. 

One rep, for instance, got this retort from a buyer: "We keep our media plans to 
ourselves; we're not in business to keep reps happy." 

Look for CBS TV to do something to raise the image of its morning program 

ing. 

It's apparently become pretty much of a "must", along with the project of studding th« 
daytime schedule with five-minute news strips. 

So far the network has spotted two of these: 3:55-4 p.m., which has been sold to Frigid 
aire (DFS) ; 10:55-11 a.m., which is being offered at $3,500 per unit. A third news stri] 
under consideration : 2-2 :05 p.m. 

There's been a slight change in the percentage spread between the top-rate< 
and bottom-rated shows in nighttime network tv: the percentage is up either wa; 
and that may be due to the fact there were fewer series this season vs. last. 

Where the percentage has dipped is in the middle range. 

With the Nielsen second May report for each year as the base, you get this evening trero 
picture: 

rating level 1958 1959 1960 1961 

Over 25 7% 7% 5% 6% 

15-25 52% 52% 49% 47% 

Under 15 41% 41% 46% 47% 

No. Programs 122 121 132 123 

The SRA is opening a chapter in Detroit and the reps' managers in that cit 
will meet next week to hold the election of officers. 

This move by the SRA's board was spurred by a feeling that more would be accomplishe 
in behalf of spot among the automotive agencies if it had a working local organization £ 
a starter. 

The next step: setting up plans for getting the story of spot radio and tv 1 
these agencies and their clients on a systematic basis. 

A growing source of irritation among agencies heavily active in spot tv: tl 
slowness of stations to get their bills in on time so that the client can be told wh 
his expenditures were for the previous month. 

Complain the agencies: the delinquency of three or four stations in important ma 
ket can suffice to stymie the accounting department in its attempt to keep the client up to dal 
The net effect: impaired client relations. 

The disturbed agencies think that the reps could help improve the situatio 
citing as their ideal the Katz system of handling all accounting matters for station 

For other news coverage in this issue: see Sponsor-Week, page 7; Spoils' 
Week Wrap-Up, page 54; Washington Week, page 57; sponsor Hears, page 60; Tv and E 
dio Newsmakers, page 66; and Film-Scope, page 58. 
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IN INLAND CALIFORNIA 

( AND WESTERN NEVADA ) 




Stanislaus County is an important market in California's 
great Central Valley. It is the 9th county in the entire 
United States in total farm income. Also, it is the first 
county on the Pacific Coast and 18th in the United States 
in retail sales per household — $5,107.00 per household. 
(Sales Management 5-10-61) 

Stanislaus County is part of the area covered by Bee- 
line station KBEE, Modesto. In fact all the important 
California Central Valley and Western Nevada markets 
are sold on the Beeline stations. And Beeline Radio de- 
livers more of their radio homes than any other combin- 
ation of stations, at the lowest cost per thousand. (Nielsen 
Coverage Service Report #2, SR&D) 




Modern new City Hall of Modesto — Stanislaus County scat. 

McClatchy 
Broadcasting 
Company 



i KOHo KENO 

KFBK O SAC»AMfNTO 

>1> \ 
KBEE ° woDfsio 

KMJ o "wo 
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SACRAMENTO, CALIFORNIA 
PAUL H. RAYMER CO., NATIONAL REPRESENTATIVE 



"Vive la difference! 9 ' 



In plain English,what makes the big difference in any sales picture is women ! 
And in Philadelphia, CBS Owned WCAU-TV talks to more women than any 
other medium in the market. Specifically, WCAU-TV delivers 1,572,700 -more 
women impressions per week than the second station (June ARB). 

Start translating advertising into sales with Philadelphia's most effective 
sales medium.You'll appreciate the difference . . . definitement ! WCAU-TV 

Represented by CBS Television Stations National Sales 



Rising with the sun,Ty Boyd now brightens the mornings in the Carolinas on WBT 
Radio.*Already well known throughout North and South Carolina as a radio and TV 
personality, Ty Boyd now brings his wit, his charm, his friendliness to the big WBT 
morningaudience. Monday th rough Saturday, from 6:30 to 9:00, he presents music, 
news, weather, features, with refreshing originality and imagination. •It's the wise] 
advertiser who captures the Early Boyd on WBT— the nation's 24th largest radio! 
market . . . the station with 711% more listeners than its strongest competitor.*] 
The Ty Boyd Show, 6:30-9:00 AM, Monday-Saturday, WBT RADIO CHARLOTTEt 

•nscz JEFFERSON STANDARD BROADCASTING COMPANY 
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FIVE MILES of tape is used daily in the Capital Cities Broadcasting Corp. video tape room in Jerusalem to cover Eichmann trial court sessions 

Look, Ma— only 4 years old! 



^ A special SPONSOR report on the amazing growth 
>f tv tape— today a significant industry production tool, 
nit a new-fangled addition as recently as four years ago 



r our years ago video recording 
ipe appeared on the broadcast scene 
">r the first time. It was described 
s the biggest development since Dag- 
iar. Experts said it would deliver 
;sults that previously could not be 
iached with live t\ or film. A SPON- 
pR editor last week asked industry 
gures if tv tape had lived up to its 
romise. The survey revealed far 



more pluses than minuses. Among 
them : 

• A host of tape recorders sold in 
the United States and overseas. 

• Recorders and tape prices ha\e 
been reduced considerably. 

• Newsmen rate tape as important 
as their right arms. 

• Local station managers get new- 
clients as a result of tape. 
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• New inventions now produce per- 
fect pictures and sound. 

• Hidden costs are disappearing in 
the distribution of tape commercials. 

Both Anipex and RCA report un- 
flagging interest in t\ tape recording 
installations. These space age broad- 
cast engineering organizations ha\e 
installed more than 1.100 tape re- 
corders for stations, networks, closed- 
circuit s\steni outfits and production 
companies here as well as outside the 
U.S. Anipex alone has to date --old 
about 175 vti installation* to broad- 
casters and production companies in 
the states and more than 100 units 

29 



to closed-circuit systems operators 
here and nearly 300 recorders over- 
seas. RCA has shipped more than 
250 tv tape recorders since the ma- 
chine w as produced commercially late 
in 1959. 

Moreover, both companies have 
been lowering prices of their equip- 
ment. An Ampex vtr (black-and- 
white ) installation which sold for 
852.950 two years ago is now avail- 
able at $49,500. A color attachment 
priced at $19,500 in 1959. can be had 
for 87.000 today. Similar reductions 
prevail at RCA. Its black-and-white 
unit sold for £49.500 in 1959. It is 
844,900 today. The RCA color ac- 
cessory, priced at 813.500 in 1959. 
is today prired down to only 88.750. 



T\ tape, an amazing youngster, re- 
portedly can do everything but swal- 
low Pablum and whistle "Dixie" 
simultaneously. With the arrival of 
video tape, and the elimination of 
margin of error in live production, 
its proponents grew by leaps daily. 
Tape recorder installations, albeit ex- 
pensive, are now in virtually all top 
markets. It is standard equipment 
today for both big and small stations. 
While all top markets now possess 
tv tape installations, not all stations 
have bought machines. Maine is one 
of the few states without such video 
tape recorder installations. 

Of course, there are problems in 
the switch to tape, but the bugs are 
being removed rapidly. The most 



TWO-THIRDS OF NBC'S TELESALES IN SPOTS 

Engineer Dick Williams loads tape machine in NBC's Tape Central before 
making spot commercial. NBC TeleSales is chalking up a sales record 




fastidious of engineers, productioi 
people, ad agency execs, newsmen 
performers — all are shouting hoshan 
nas in behalf of tape. 

In tv news handling, for example 
video tape is now most vital. While 
film will be of "considerable value,' 
as James C. Hagerty, v. p. in chargi 
of news, special events and publii 
affairs for ABC TV, puts it. the 
stantaneous reproduction of picture 
on tape gains hours for broadcaster 
over the processing and editing re 
quired for film. The Eichmann tria 
and the European visit of Presiden 
Kennedy were brilliant examples o 
video tape technique at ABC T\ 
NBC TV. and CBS TV. Hagerty sai. 
his staffers have many ideas on hof 
to increase tape's usefulness in new 
programming. The web will announc 
such plans shortly'. 

Video tape received one of its bi{ 
gest boosts at the political convei 
tions last summer. William R. Mi 
Andrew, executive v.p. of NBC New 
noted that, while one thing was haj 
pening and being broadcast "w 
taped another development going o 
simultaneously and then played 
back at the first convenient moment 
McAndrew and his colleagues agrt 
that probably the best asset of tape 
its quality. Because of its spee< 
flexibility and quality, tape is now £ 
indispensable part of network facil 
ties. "In fact, we now convert ta] 
recorded overseas to American stall 
ards instantly on the scene to mal 
it possible, if necessary, to rerun 
immediately on arrival here," ]VI 
Andrew said. 

"Videotape's future is limitless 
Blair Clark, general manager 
v.p. of CBS News, declared. Whi 
the equipment is transistorized 
that it is more portable, video ta 
will bring the world into every 
receiver, Clark predicts. "During t 
recent Kennedy mission to Euroj 
CBS News engineered a very co 
plicated multi-city network of 1 
correspondents who analyzed t 
events of the day," Clark said. "Ho 
ever, effective as this was, it 4 
technically so difficult and so 
volved that it could never be put ir 
operation quickly in time to cover t 
start of a fast-breaking news sto 
But. when tv communication 
satellite finalh coines about, we i 
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find our news room constant I) 
video-taping stories from all over 
the world and putting them on our 
hourly news programs. And. if a 
Boston harbor fire looks on Monitor 
No. f! as if it's getting out of control, 
the editor will punch a button to put 
it on the network. In other words, 
the combination of tv tape and satel- 
lite communications will place our 
tv cameras all over the world. We 
;an hardly wait." 

One of the most important single 
-easons for the growth and improve- 
ment in televising sports events since 
he advent of the medium is tv tape, 
iccording to William C. MacPhail. 
ice president of CBS TV Sports. 
iVithout video tape, he observed, the 
Winter and Summer Olympics could 
lot have been covered as thoroughly 
is they were. Tape, he said, has en- 
bled sports producers to cover events 
or presentation hours later without 
>sing the sense of immediacy. 

Tv tape, for the first time, is covcr- 
;ig one of the biggest trials in human 
istory — the Eichmann trial in Jeru- 
ilem. In a building near the Eicli- 
lann trial. Capital Cities Broadcast- 
Kg Corporation, has set up elaborate 
lping operations. Some five miles 
f the two-inch wide video tape is 
sed each day to record the trial 
l:ssions. It is estimated that nearly 
130 miles of video tape will have been 
I ; ed before the trial ends. A pio- 
jction team at the trial, headed by 
kecutive producer Milton Frucht- 
lan, speaks glowingly of the remark- 
pie "live" quality of the taped ma- 
rial serviced to the American webs 
id to the British, West German and 
.ier subscribers to the non-profit 
leration under the aegis of Capital 
ties Broadcasting Corporation. 
Tv station managers throughout 
e United States are citing numerous 
stances of making video tape spots 
r much less than they are accus- 
ned to paying in the film area. Ad 
ency complaints originally lodged 
ainst tape are disappearing. Com- 
mits about hidden costs are vanish- 
J!. Local commercials taped in 
Sick-and-white and in color are pro- 
ving new clients daily. Many sta- 
tins are getting new accounts thanks 
\ tv tape mobile units. Obviously, 
Ire are imperfections, irritations 
h tv tape and the engineers are 




EIGHTEEN VIDEO TAPE RECORDERS AT CBS TV 

Perry Massey, commercial producer, confers with Bill Flood, engineer, in 
CBS TV tape headquarters. Tape editing today is remarkably streamlined 




TAPE A MUST FOR THE FAST-EREAKING NEWS STORY 

Leonard Goldenson (left), president, AB-PT, Inc., and James Hagerty, ABC 
news chief, make plans. Tape saves many hours for news, Hagerty says 



constantly performing heroic-sized 
jobs erasing the flaws and establish- 
ing new levels of tape quality and 
to greatly improve performance. 

One of the great breakthroughs was 
the development of Ampex's Inter- 
Sync, an instrument that precise!) 
controls the speed of all rotating com- 
ponents in the recorder. The Inter- 
Sync permits all the usual transition 
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video effects between tape pictures 
and other normal picture sources — 
wipes, dissolves, split screen, mats 
and all other effects produced In the 
special effects generator. The Inter- 
Svne costs S3.450. Experts say it is 
the first link in making tv tape as 
good as film, and perhaps better. 
Another complaint, picture distor- 
I Please turn to page 49 I 
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RECIPE FOR CREATIVE RADIO — 4 



^ Veteran Elmo Ellis of WSB, Atlanta, tells how unorthodox creative approach! 
to present-day radio programing can pay off with hig dividends to broadcasters| 



by ELMO ELLIS 

I heard somebody this morning say 
that an expert in broadcasting is just 
like a steamboat. He toots the loud- 
est when he's in a fog. 

Nevertheless — I'm here to toot for 
a foolproof broadcasting formula that 
1 call "C + S = L + R + M-I-B." 

I ll explain precisely what it means 
later. Right now — a word about 
whv I've devised it. 




ELMO ELLIS, program mgr., WSB, Atlanta, 
exec, program consultant, WHIO, Dayton; 
WSOC, Charlotte, is author with J. Leonard 
Reinsch of "Radio Station Management" 



In recent \cars hundreds of broad- 
casters from all over the I nited 
States have asked me the same ques- 
tions. I Ma) be they've asked you the 
same ones I : 

A. What format does jour station 
use? 

R. W hat music formula do you 
have? 

C. Do you play rock-and-roll? 

D. What kind of ratings do you 
have? 

E. How's business? 

I find that everyone who questions 



me about broadcasting is looking for 
the same answer — more audience, 
more business, more profit. 

And since our ratings and our 
business have been good — I will en- 
deavor to pass along to you some ad- 
vice based on our experiences. 

First off — if you want your station 
to stand out from the crowd, don't, 
go along with the crowd. 

The inajorit) is not right — just be- 
cause it's the majority. 

In fact — it has been said that "His- 
tory is a record of the mistakes made 
by the majority." 

Ninety-eight percent of the people 
have been found by some psycholo- 
gists to be lacking in leadership 
qualities. They are merely the sheep 
that follow the other 2 c /r . So if you 
want to be a leader in broadcasting 
— or any profession — be different. 
Join the 2%. 

Your own great North Carolina 
playwright, Paul Green, once many 
vears ago said that "Even a hound 
dog develops a voice of his own. One 
night in a fox hunt the young dog 
stops yelping puppy-like and really 
sounds off. The hunter says: 'That's 
Old Joe. He's found his note.' " 

T wonder how many of us in this 
room can say that our radio stations 
have found their note? 



What is distinctive? What is dif- 
ferent? What is pleasantly ineinor-| 
able about your station's voice? 

In searching for the answer U 
this — and our other problems — wj 
broadcasters are inclined to see onlj 
3 courses open to us! 

We sometimes find our note as e 
conservative. 

We may become a hopped-up ex 
tremist voice. 

We may end up as a middle-of-the | 
road moderate. 

I submit there is a fourth avenui 
open to us: One that combines th( 
elements of all three. 

No method of broadcasting is al 
good or all bad. We can gain bene 
fits if we pick and choose wise! 
from the strong points of all three. I 

Let's remember that listeners id 
radio cut across all lines of class 
race, age. religion, income level, edu I 
cation. 

No group is entirely our posse 
sion, and no group is entirely lost U 
us. The entire population is our pd 
tential — at least initially. And w 
should remember always that thi 
population lives and works and lis 
tens in a dynamic, constantly-chang 
ing society. Nothing is static o 
stable. 

We must not expect an "Absolute 



; 



Another "Creative Radio" article 

Last foil SPONSOR began a series on "Radio's big new burst 
of creativity" detailing the dynamic creative revolution 
that has been taking place in the older broadcast medium. 
This two-part article, presenting in full Elmo Ellis' recent 
speech before the North Carolina Broadcasters Association 
is another in sponsor's series on radio's creative re-birth. 
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AND FOR TOP RATINGS TOO! 



'glillll.llllllllllllllllllllllllllllllllll I SIU „:„„ , llffll „, .„:.,;„ 

Ellis lists 15 surprising "don'ts" 



1. Don't pay attention to your competitor — ignore him! 
2m Don't play songs that are selling best. 

3, Don't try to be first with the news. 

4, Don't program to women. 

5, Don't operate in the dark. 

6, Don't try to keep advertisers out of programing. 

7, Don't sell air time — sell what you program. 
8> Don't try to teach your audience anything. 
9. Don't coddle your listeners. 

3 

10. Don't think you rqust editorialize in the traditional manner. 

11. Don't make your staff too comfortable. 
12 B Don't be afraid of a network. 

: v 13a Don't turn thumbs down on eggheads. 

14, Don't sell your station too cheaply. 

15, Don't worry about public service time you log but about the 
kind of public service you give. 



answer for broadcasting is destined 
to be just as changeable as the world 
in which it operates. 

However, we must he careful to 
avoid confusing techniques with fun- 
damentals. The fundamentals of hon- 
est} — accuracy— good taste — rarely 
ehaiige. The techniques for present- 
ing honesty and accuracy, common 
sense and good taste on the air DO 
change constantly. 

Last week 1 was flying back home 
from a Radio Code Board meeting in 
Washington — and seated beside ine 
was a man who is a strong exponent 
of what he calls "Contemporary Ra- 
dio." He plays 40 to]) tunes each 
day. does news at 55 — broadcasts a 
daily editorial — and won't join the 
\AB Radio Code because he says 
Ithat he should be allowed to fill as 
many minutes of each hour as he 
ileases — w ith commercials. 

Now — 1 found out from talking to 
his man that he earnestly believes 
ind preaches that this — and this 
done — is good radio — and that it is 
he only radio his audience wants or 
vill accept. 

Yet — in our same conversation — 
le admitted to me that: (A) His rat- 
ings and his business are down. (B) 
ife was bombarded with phone calls 
Iroin people who were irate because 
ie had chosen not to broadcast base- 
>all this ) ear. (C) He has some ques- 
ion in his mind about what the fu- 
l"ure programing of radio will be. 
D) He is plagued by the realization 
lat my radio station has greater 
ublic acceptance than does his. 
What does all this mean? To me 
meant several things although it 
asn't jet registered with my friend 
-It was plain evidence to me that: 

1. You cannot arbitrarily decide 
the only things the public wants 
or will accept. 

2. No radio recipe or pattern of 
broadcasting will ever be the 
ultimate answer. 

3. We are foolish if we blind our 
eyes and muff our ears to the 
public. 

By happenstance, on this same 
ane trip 1 had in my lap a copy of 



. ..mil ... 'Nil 



the New York Times. It contained a 
review of a musical comedy that had 
just opened in New York with great 
success: "Pal Joey"' — It is actually 
a revival of a 21-j ear-old musical 
comedy that originally came to 
Broadway in 1910. So here we have 
a happy wedding of unchanging fun- 
damentals and changing techniques. 
The songs of Rogers and Hart are 
the same — so is the book by John 
O'Hara. But the performance is done 
in the fashion of 1961. 

Too many of us have overlooked 
the parallel situations that confront 
us in broadcasting. 

News — music — drama — religion — 
agriculture — discussion — if these are 
fundamentally sound in content — 
they have a potential in 1961 radio. 



Iillilllllllllii 



There's hardh a man or woman in 
this room who did not enjoy hearing 
the Kennedy-Nixon debates, just as 
our forefathers listened to the Lin- 
coln-Douglas debates of a century 
ago. 

Only the techniques of presenta- 
tion needed alteration to make them 
effective. 

The\ must be presented in a mod- 
ern manner to meet the needs and 
w ants and the living patterns of mod- 
ern Americans. Despite the persist- 
ent crv about news and music — 
show me the person in this room who 
would not enjoy a broadcast well 
done on: "Can animals really talk? ' 
"The most unusual citizen in town." 
"How to stop worrying and start liv- 
ing." "How to lose weight and like it." 
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"Life begins at 50." 

But to assume that the puhlic taste 
in radio has retrogressed— and lias 
become severely restricted — is a sad 
and sorrowful misjudgment. 

Actually, the public taste is im- 
proving. The American people are 
buying more good books, more good 
music, and more good works of art 
than ever before in history. They 
are going to more concerts, to more 
plays, to more lectures and discus- 
sions. The\ want to be informed as 
well as entertained. 

Cut — what are we— as broadcast- 
ers—doing to ride the crest of this 
wave of enlightenment — this cultural 
renaissance? 

Now comes the question: 

How do you program in a way 
that will be meaningful and signifi- 
cant to your community? One way 
to start is to Hslen. 

What is bothering people? What 
are they talking ahout? 

We in this broadcasting business 
need to talk less and listen more. 

If you will check the phone calls 
that come, to your station. If you 
will make notes at church and civic 
clubs. If you will chat with your 
neighbors and staff members — you 
can learn much. You can find out 
what is on their minds — what they 
are concerned about, what they are 
asking questions about. 

And if you will reflect this com- 
munity thinking on the air — I guar- 
antee you that people will be inter- 
ested. Millions of people want guid- 
ance. Other millions want to be 
heard. Even more millions are seek- 
ing a sense of fulfillment and accom- 
plishment. 

In the months and years that lie 
ahead we face our greatest challenge 
in learning — as broadcasters — how- 
to comhat boredom, resentment, an- 
tagonism, jear and jadgue. 

As never before we must give the 
individual listener a sense of involve- 
ment. ... A feeling of belonging, of 
participating, of contributing to the 
broadcast product. 

1. Study your audience — who's out 
there? Who's listening? Who 
should be listening if we make the 
necessary changes and additions? 

2. Try to make that audience com- 
fortable — 

{Please turn to page 50) 
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THE HOT AFTERNOON \ 

& Twenty years ago this month commercial televisioiJ 
became a reality when WNBC-TV issued first rate card 

^ Under the old call letters of WNBT, the NBC-owned 
television station sold its first spot for the sum of $4.00 



w 



hat sort of a day was it, 20 
years ago. when commercial televi- 
sion became a reality and the car- 
bolic question of triple spotting hadn't 
yet raised its nasty noggin'? 

It was a day I Tuesday, 1 July to 
be exact I when six-tenths of the sky 



was covered with clouds and the rela 
tive humidity was 64 r /f at noon. 1 
was 95 degrees outside and hotte 
than a pistol in a Ziv-produced West 
ern. 

It was on this day that the FC( 
authorized the NBC-owned video oul 
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EFFECTIVE JULY 1, 1941 



6:00 PM to 11:00 PM Daily 

8.00 AM to 12 Noon Dally 

1 2 Noon to 6.-00 PM Dafly, exclusive 

of Saturday end Sunday 
12 Noon to 6:00 PM 

Saturday and Sunday 
1 1.-00 PM to Sign Off Dairy 



60 Min. 


30 Mk 


15 Min. 


$120.00 


$60.00 


$30.00 


60.00 


30.00 


15.00 


60.00 


30.00 


15.00 


90.00 


45.00 


22.50 


90.00 


45.00 


22.50 



iRatei for other unth of time In exott proportion to cormpondlng one- 
hour rot*. Mo periods low than 5 minutes told except for Service Spoh 

SERVICE SPOTS wwher, n**. mj 

Evening (6:00 PM to Sign Off)— $8.00 for maximum of 1 
Day (8:00 AM to 6s00 PM} —$4.00 for maximum of 1 

TYPE OF FACILITIES (Ba«nl en lime on tf»e air to Mamf 5 mitwtu.) 



Main Studio 
Small Studio 
Rim Studio 
Field Pickup* 



60 Min. 



$150.00 



75.00 



75.00 



75.00 



30 Min. IS Min. 10 Min, 5 Mb. 



$90.00 



45.00 



45.00 



$60.00 



30.00 



30.00 



$53.00 



26.00 



26.00 



$45.00 



22.00 



22.00 



(Minimum Olarge— $75.00) \ 



J Rotes for tm&s of time longer than on* hour fai 
( exact proportion to corretponding one-hour rate. 

Service Spots— Facilities and Handling — $5.00 per f 

(Mutt originate tn small or fttm studio.) 



IT WAS an historic day in American television broadcasting circles — the day that Statu 
WNBT, now WNBC-TV, went commercial. This is a copy of the remarkable Rate Card No. 
which station sent to Madison Avenue timebuyers and Bulova Watch bought a spot for $4.( 
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WHEN TV WENT COMMERCIAL 



let WNBC-TV in Goth a in— then em- 
ploying the call letters WNBT — to of- 
fer its facilities for commercial spon- 
sorship. The station, that day, opened 
with chimes at 1 :29. Test pattern un- 
til 2:30. At 2:30 the station switched 
to Ebbets Field, where Hay Forrest 
did a play-hy-play telecast of a 
Brooklyn Dodger game with the Phil- 
lies. 

The first commercial was on the 
air at 2:29:50, as a Bulova clock 
■showed the time, and an announcer 
iiinounced the hour. Charge to Bul- 
;>va was $4 for time; $5.00 for facili- 
ies. Total, $9.00. Bulova paid it 
,vilh the bravado of a faro dealer. 

The station went off the air at 6:13. 
Wk on the air at 6:45 p.m. with 
^owell Thomas news simulcast by 
yjnoco. Cost for the 15-minute spon- 
orship, $100.00. WNBT signed off 
igain for two hours returning at 9:01 

0 9:22 with a USO program featur- 
ng dignitaries. 

The station then presented Uncle 

1 im's Question Bee, sponsored by 
.ever Brothers (cost $100.00) . Edith 
>pencer did a Spry commercial. From 
:45 to 10:33, viewers saw excerpts 
rom "Bottlenecks of 1941," a Fort 
lomnouth Signal Corps Replacement 
'raining Center show with Ray For- 
est as announcer. 10:34 to 10:56, 
Truth or Consequence" simulcast 
ith Ralph Edwards (cost $100.00) 
nd sponsored by P&G. At 10:56:30 
tiother Bulova time signal (charge 
3.00 for time; $5.00 for facilities, 
otal $13.00). At 10:57:19 the "Star 
Dangled Banner" was played, and 
ie station went off the air. 

Estimated sets in use that day: 
500. Dr. Alfred H. Morton was 
BC vice president in charge of tele- 
sion when the FCC gave hiin the 
een light to charge for video com- 
ercials. Dr. Morton advised clients 
at NBC would telecast a minimum 
15 hours a week and that programs 
>uld include film shows, studio 
ows and field pickups. 
Telecasting in 1941 was of the 
jmtier type — arrays of variety turns 
, iron lungs with performers sprout- 
er olive green Hps and beige-colored 
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STATION WNBT 

NATIONAL BROADCASTING COMPANY 
WEEK OF JUNE 30th JULY 5th, 1941 

Audiofrequency SS.7S mcl Mrw vabw riTV 
Vldoo Ir.quoney SUS mc.; NEW C,TT 



MONDAY 
June 30th 

TUESDAY 
July 1st 



WEDNESDAY 
July 2nd 



THURSDAY 
July 3rd 



FRIDAY 
July 4th 



SATURDAY 
July 5th 



P.M. 

9:00-11:00 fl ) Amateur Boxing at Jamaica Arena. 



2:00-5:00 (2J Baseball— Brooklyn Dodgers vs. Philadelphia at Ebbets 
Field. 

6:45-7 KM (31 Lowell Thomas. 
9.-00-10:00 (4) Culmination of U. S. O. Drive with: 
Mr. Thomas E. Dewey 
Mrs. Winthrop W. Aldrich 
Mr. Walter Hoving 
Lt. General Hugh Drum 
Admiral Adolphus Andrews 
Mrs. Ogden L. Mills 
<5I Excerpts from the "Bottlenecks of 1941"— Fort Mon- 
mouth Signal Corps Replacement Training Center 
Show. 

(6) Truth or Consequences with Ralph Edwards. 

2:30-5:00 i7) Eastern Clay Court Tennis Championships at Jackson 
Heights. 

9:00-10:00 (8) Feature Film "Death From A Distance" with Russell 
Hopton and Lola Lane. 

2:30-5:00 (9) Eastern Clay Court Tennis Championships at Jackson 

Heights. 
9.-00-10.-00 (10) Variety. 

(11) Julien Bryan, Photographer-Lecturer. 

2:30-5:00 (12) Eastern Clay Court Tennis Championships at Jackson 
Heights. 

9:00- 10 .-00 (13) Film "Where the Golden Grapefruit Grows" 

(14) "Words On The Wing", a Streamlined Spelling Bee. 

2:30-5:00 (15) Eastern Clay Court Tennis Championships at Jackson 
Heights. 



• ALl PROGRAMS SUBJECT TO CHANGE WITHOUT NOTICE 



HERE IS the television program schedule for Station WNBT, now WNBC-TV, for the week of 
June 30-July 5, 1941, 20 years ago, when the Federal Communications Commission advised 
the station it could go commercial, thus marking another milestone in radio's progress 



faees. Announcers at WNBT includ- 
ed Ben Grauer, Jack Costello, Ed 
Herlihy and the aforementioned For- 
rest. It was apparent that NBC was 
not out to take advantage of any ad- 
vertisers, the problem being how to 
gel more people to buy more televi- 
sion receivers. CBS was not yet ready 
for commercial video on July 1, 1941. 

There were onh two time classes 
when WNBT's first rate card arrived 
on the desks of timebuyers in the 
purlieu of Madison Avenue — night 
and day — with 6:00 p.m. the divid- 
ing point. Today WNBC-TV ( the sta- 
tion's present call letters) has six 
classes and in some cases varying 



rates within each of these classes. 

Television homes in the station's 
area have zoomed from 5.000 then to 
5.000,000 now. So even though costs 
have gone up 100 times or more, cir- 
culation is up 1.000 times. On 1 July. 
20 \ears ago, an advertiser could 
buy an hour-long video period for 
S120. Today it would cost him 
Si 0.200. Twenty tears ago he pur- 
chased an hour of daytime \ ideo for 
$60. Today he shells out S3.500 
for a similar period on WNBC-TV. 

On 23 July 1941. Botany Mills be-" 
came the first commercial advertiser 
of a textile product. A contract was 
{Please turn to page 53) 
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INSIDE RUNDOWN ON 
SIX TRADE GROUPS 

# Here's Iiom NAB, TIO, TvB, RAB, BM1, SRA operate, 
who their major officers are, how they are financed, how 
they spend their monies, and who their members are. Although 
most of these six have same membership, functions are varied 



J ust what are the functions of our 
numerous trade associations? Al- 
though each is geared specifically to 
a major area, there's considerable 
confusion even inside the industry 
on what each does, how they are 
financed, who is the membership. 

In the charts on these pages, 
SPONSOR explains at a glance the ma- 
jor points on six industry groups, 
TvB, RAB, BMI, SRA, NAB, and 
TIO. 

All six are basically supported by 



Broadcast Music Inc. 

OFFICERS: Chairman — Sydney M. Kaye; president — Carl Haverlin; vice presidents — Robert J. Burton, Jean Geiringer, ♦ 
Glenn R. Dolberg, Robert Sour; comptroller — Edward J. Molinelli. 

BUDGET: about $10 million income a year from which royalties are paid. 
MEMBERSHIP: most U.S. tv and radio stations. 

DUES: none. BMI was financed originally by stock investments of approximately 
600 broadcasters. Average investment was $500. 



MAJOR ACTIVITIES: negotiates performing rights licenses with radio and tv broad- 
casters on behalf of certain composers of music. Founded in 1940 by approximately 
600 broadcasters. Prepares and distributes radio programs, pamphlets and brochure: 
Carl Haverlin as public service to broadcaster members. 




National Assn. of Broadcasters 



4 



OFFICERS: Chairman — Clair R. McCullough; president — Gov. LeRoy Collins; sec'y-treas. — Everett E. Revercomb; vice 
president (or radio — John F. Meagher; vice president (or tv — vacant; vice president (or government affairs — Vincent T 
Wasilewski; vice president (or industry affairs — Howard H. Bell. 

BUDGET: No figures available. 

MEMBERSHIP: 1,763 am radio stations; 595 fm radio stations; 380 tv stations; fouij 
radio networks; three tv networks; 123 associate members. 

DUES: Radio stations dues are determined by a formula based on a station's ne\ 
sale of time for each preceding calendar year. Tv stations dues are 20% of thq 
highest published hourly rate per month. 

MAJOR ACTIVITIES: "The object shall be to foster and promote the developmenl 
of the arts of aural and visual broadcasting in all its forms; to protect its member: 
in every lawful and proper manner from injustices and unjust exactions; to en- 
courage and promote customs and practices which will strengthen and maintair 
Gov LeRoy Collins tne industry to the end that it may best serve he public." (Article 11, NAB By-Laws.! 
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the same companies. In most in- 
stanees the same radio and/or tv sta- 
tions hold memberships, and pay 
dues, in about four of them. 

Although the budget figures in the 
case of SRA and T10 are unavail- 
able, judging from the structure of 
their dues and membership, it would 
he safe to assume that their annual 
incomes ran between 3250,000 and 
a half million dollars. This would 
put these six associations somewhere 
in the area of $13 million in annual 



incomes in toto. 

How do they spend their money? 

• BM1— most of BMP* $10 mil- 
lion annual income goes into royal- 
ties to those composers whose music 
the organization represents. The 
rest of it is invested in public service 
radio program production, in pam- 
phlets and brochures, and in protect- 
ing the licenses and rights of com- 
poser members. 

• NAB — with station dues as its 
financial backbone. NAB has been 



instrumental in instituting voluntary 
codes for radio and tv which pro- 
vide broadcasters with guideposts in 
determining acceptable programing 
and advertising practices; combat- 
ting discriminatory legislative pro- 
posals against advertising; achieving 
fair labor relations laws and wage- 
hour regulations. NAB also con- 
siders itself the focal point of oppo- 
sition to schemes to convert the 
American system of broadcasting to 
pay tv. 



r 



Radio Advertising Bureau 



OFFICERS: Chairman of the board — Frank P. Fogarty; president — Kevin B. Sweeney; ike president and director of pro- 
motion — Miles David; secretary — Weston C. Pullen; ass't sec'y-treas. — William L. Morison. 

BUDGET: $1.2 million annually. 

MEMBERSHIP: includes radio stations, networks and station representatives. 

DUES: each member station pays as monthly dues seven times the one time one 
minute daytime rate or the daytime hour— whichever is higher. Dues for daytime 
only stations is two-thirds of this figure. Source for these rates is current issue of 
Standard Rate & Data. Minimum monthly dues are $30.00. 

MAJOR ACTIVITIES: sales presentations including budget and strategy recommenda- 
tions. Presentations are directed mainly at advertisers not now in radio; advertisers 
effectiveness studies; brochures and research reports; mailings to members con- 
taining new sales tools and research facts; management conferences "to improve 
Kevin B. Sweeney ^le sales-efficiency of the total effort by member stations"; spring area sales clinics. 




Station Representatives Assn. 

OFFICERS: President — Lewis H. Avery; vice president — Daren F. McGavren; secretary — Eugene Katz; treasurer — Robert 
•ore; managing director — Lawrence Webb. 




BUDGET: figures not available. 



MEMBERSHIP: 20 station representative firms. 



DUES: members pay dues based on their gross volume of business. 



Lewis H. Avery 



MAJOR ACTIVITIES: conducts spot radio clinics among stations represented by 
member companies; prepares presentations; reports dollar volume figures in spot 
radio, whereby total dollar volume for all radio is possible to estimate; presents 
"timebuyer of the year" awards in N. Y. and Chicago; prepares and places ad- 
vertising campaigns in behalf of spot; devised standardized contract forms for tv/ 
radio; and others. 
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• RAB — furthering of spot radio 
as an advertising medium through 
sales presentations, sales meetings, 
clinics and conferences for stations 
and/or advertisers. RAB circulates 
printed brochures and research re- 
ports to agencies and advertisers. 
Mailings to members containing new 
sales tools and research facts to help 
salesmen, promotion and sales de- 
velopment staffs. 

• SRA — supported by station rep- 
resentative companies, this organiza- 



tion also directs its efforts toward 
furthering spot radio and tv as ad- 
vertising media. Among its accom- 
plishments in the last few years: de- 
vising of new contract forms for both 
radio and tv; campaigning to get 
stations to adopt a one rate policy; 
prepared and presented several slide 
presentations on spot radio; prepared 
and placed a magazine campaign for 
13 weeks on behalf of summertime 
spot radio; established Silver Nail 
timebuyer of the year award and 



also did many other tilings. 

Currently SRA is undergoing a 
campaign to establish a central] 
source of information for competitive 
advertising, on a more current basis 
than is possible through available 
reports; and a campaign to enlarge 
samples and reduce the number of | 
ARB and Nielsen reports. 

• TvB — was founded "to promote I 
the broader and more effective use of| 
tv as an advertising medium at al 
(Please turn to page 53) 



Television Bureau of Advertising 



OFFICERS: Chairman — Glenn Marshall Jr.; president — Norman E. Cash; 
Gray; assV sec'y-treas. — Catherine Powers. 



secretary— Payson Hall; treasurer — Gordon! 




BUDGET: $1.1 million a year. Of this, 77.8% is allocated directly to sales and selling 
research, sales promotion, etc. 22.2% covers administration of selling effort, servic-j 
ing of member requests and conducting of sales clinics. 

MEMBERSHIP: three networks, 239 stations, 16 station representatives and fot 
associates (colleges). 

DUES: networks pay $10,000 a year. Stations pay the highest published quarter hour 
rate per month. Reps, pay 6% of the total of quarter-hour rates of all its station; 
per month. 



Norman E. Cash 



MAJOR ACTIVITIES: consultations, presentations, new research, continuing services, 
full library. Annually analyze top 100 national advertiser media preference and 
semi-annually issue up-to-date statistics on tv's basic numbers. 



Television Information Office 

OFFICERS: Director — Louis Hausman; asst director — Roy Danish; general manager — Carl J. Burkland; executive editor — ( j 
Lawrence CreshkofT; librarian — Catherine F. Heinz. 




BUDGET: figures not available. 



Louis Hausman 



MEMBERSHIP: 150 tv stations. Three tv networks. National Assn. of Broadcasters, 

DUES: Stations and networks pay highest quarter hour one-time rate quarterly. 

MAJOR ACTIVITIES: "TIO seeks to build two-way bridges of understanding between 
the tv broadcasting industry and its many publics." It publishes and distributes 1 
special studies and reports to civic and educational groups and opinion leaders) 
assists stations in disseminating information about their special-interest program- 
ming, and provides background information to its members on areas of current 
public interest in television. Current activities include: development of slide pres- 
entations for advertiser and station use. 
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JEAN SIMPSON, head broadcast buyer for Sind & Sullivan, is shown here going over market and media research figures with Volvo Distributing 
| Inc. sales mgr. Dave Beesley, and agency president Bob Sind (standing) at planning session prior to start of "staggered" market campaign for Volvo 



iVolvo bounces back with radio 



^ Radio helps Swedish import Volvo recover from set- 
back dealt foreign cars hy American compacts last year 

^ Finished last year in 10th place among foreign car 
L . 

favorites here. Now, six months later, in sixth place 



Last year, the Swedish Volvo, like 
hther imports, was severely kicked 

!n the carburetor by American com- 
jetition in the small-car field. Sales 
■agged like a flat tire. But the set- 
>ack was a brief one, thanks largely 
o a spot radio campaign launched. 
,'arly this year, with high octane im- 
pact. 

According to Volvo's agency — Sind 
v Sullivan (the advertising affiliate of 



the public relations firm of Edward 
Gottlieb & Associates I . in April, less 
than four months after the current 
air campaign broke, Volvo moved 
quickly out of its 10th position to 
place sixth among the foreign fa- 
vorites. Now. only midway through 
the program, Volvo has ensconced it- 
self solidly in this position. 

Bob Sind. president of Sind & Sul- 
livan, credits much of Volvo's cur- 



rent popularit) to the new advertis- 
ing scheme which is paving the wa\ 
for the little foreigner market by mar- 
ket on a "stagger" s\stem. 

The "staggered" market invasion 
was tested first in Boston in Januarj 
this )ear. After six weeks it was re- 
newed to 13 weeks. Coincidental with 
the Boston renewal, stations in the 
\ew York market were bought on the 
same plan — six weeks first followed 
up In a 13-week renewal. Philadel- 
phia was next, and so it went, on the 
same plan, so that, at the present, the 
Volvo ston is being heard in these 
markets: Boston, Providence. New 
York. New Jersey. Southern Connec- 
ticut. Long Island. Philadelphia. 
Washington. Baltimore. Miami. Chi- 
cago. Cleveland. Detroit. Los Angeles. 
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San Francisco, Portland, Seattle, San 
Diego. Fresno. Denver, and Phoenix. 
Some 100 stations — averaging four 
stations per market — are being used. 
' f Markets and budgets are deter- 
mined on tbe basis of dealer organ- 
ization, Volvo's existing share of mar- 
ket, its sales potential and competi- 
tion, and other marketing factors 
which are analyzed by the agency in 
conjunction with the Volvo Import 
people. Budgets vary from $1500 per 



California sports car enthusiasts via 
radio stations in L.A., San Francisco, 
Oakland, and San Diego. 

The current campaign, however, is 
the first in-depth market-by-market 
invasion for the Swedish import. 

Since it's American debut, every 
form of media was tried out for Volvo 
— sporadically, in an attempt to do 
the almost impossible — for a product 
of this kind — an over-all national job. 

This method, says Sind. is "too 




SI NO & SULLIVAN head Bob Sind Is seen here with (l-r) media buyer Jean Simpson, 
Import ad mgr. John Kemna, and regional sales mgr. Win Dulles; and Volvo sales mgr, 
Beesley looking over showroom display featuring commercial characters "Fred and Ch 



Volvo 
Dave 
arlie" 



week in some markets to $5,000 per 
week in others. 

The buys include a variety of 20's, 
30' s and minutes on personality and 
disk jockey shows. 

Volvo was one of the first foreign 
cars to use air media — back in 1956 
— when under the direction of its 
then agency — Advertising Agencies, 
Inc.. San Francisco — introduced Swe- 
den's four- wheeled pride and joy to 



much waste.'' He strongly recom- 
mended the current market-by-market 
plan which makes it possible, to. as 
the S & S president puts it — to "fish 
where the fish are." 

"For those whose sales goals are 
more modest, great selectivity and 
high concentration of promotional 
effort directed at specific markets is 
needed," Sind told sponsor. That 
this approach has proven successful 



in garnering for Volvo its share of 
the import car market is evidenced in 
these market penetration figures: In 
New Jersey, Volvo represented 4.7% 
of the import car market in January, 
in April, 5.4%; in Massachusetts, 
Volvo had 2.6% of the market in 
January and 4.6% in April; in Wash- 
ington, D. C, Volvo's penetration was 
0.6'/' in January and 3.4% in April; 
in Pennsylvania, Volvo had 1.4% ini 
January and 2.2% in April. (R. L. 
Polk auto registration figures April 
1961). 

During the past few years since its 
first exposure to American small car 
fanciers, Volvo sales have, in general, 
reflected changes in the entire import 
car 'industry. Sales mounted grad- 
ually until it reached its peak in 1959 
— its best year- — during which a to- 
tal of 18,000 units were sold here. J 

This was not far from the top sales 
goal of 20,000 units. (Although Swe- 
den produces just under 100,000 
units, only 20% of this amount is 
slated for American distribution.) 

In 1960, the year when all imports 
staggered under the blow of a mass 
invasion of the market by American 
compacts. Volvo sales also took a dip 
and the total number of units sold 
tallied up to 14,500. 

In the eyes of the Volvo people, the 
current campaign is tailor-made for 
putting the little car on the right road 
to sales success. 

Says David Beesley, sales manage! 
of the import car firm, "radio has 
done a great deal to excite and stimu- 
late dealer organizations so that their 
own efforts have increased sizably 
Consumer response speaks for itself 
in the figures." 

He adds, however, that a well 
turned out piece of copy, or a well 
produced commercial is not enougl 
to do the trick in these days of heavy 
competition. "Merchandising know; 
how is just as important as the crea 
live approach," says Volvo's sale; 
manager. 

With this in mind, each market'j 
campaign is coordinated with a stronf 
promotion drive with dealers conduct 
ed by an itinerant sales promotioi 
team dispatched by each of Volvo 
distributors. 

Their programs include implemen 
tation of a cooperative newspape, 
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campaign, decorating dealer s show- 
rooms with display and point-of-sale 
material, supervising direct mail, and 
creating and executing special trade 
and consumer events. These activi- 
ties are closely coordinated with the 
publicity and merchandising promo- 
tions generated by Volvo's p.r. firm — 
Edward Gottlieb & Associates. 

The commercial copy, although 
leared at pointing up the car's quali- 
y product features, contrasting it 
\ith other economy cars in similar 
irice categories, is strictly soft-sell, 
t's accomplished in a varietj of ways. 

For one, there is the one with 
ound effects. A solid slamming door 
—backed up with announcer talk 
jshich explains "this is what makes 
r olvo a quality car." or. the sound 
f brakes and the announcer's ex- 
lanation "Volvo has big brakes not 
I ke other small cars, etc." Or the 
>und of a heavy rain fall followed 
\ the explanation that "no down- 
our can possibly hurt (or rust) 
olvo's seven coats of paint." 
Then there is the two character 
tuation commercial featuring hard- 
i-please and complaining Fred and 
is cheerful fix-it-all friend Charlie. 
1 these the scenes shift from a gar- 
re where Fred, the mechanic, com- 
a'ms bitterly, "why don't we ever 
■t to work on a Volvo? ' and 
harlie explains, "Volvo never needs 
pairs'' to a prize fight ring where 
ed turns up as the lethargic fighter 
no "can't keep his mind on the fight 
cause I can't find a good car'' and 
larlie eliminates this unhappy prob- 
n for poor Fred by pointing out the 
Tactions of Volvo. 
At least a dozen such situations, all 
th different settings, but similarly 

itent in attracting attention, are 
ing used during the campaign. 
The copy also includes dealer traf- 
l ( builder facets. For example, point- 
er out dealer contests, car servicing 
cuts (bv Swedish mechanics). 
|Sind & Sullivan president Boh Sind 
*.aps it up like this: "Radio has 
lived to he the most effective medi- 
iji for our client's advertising. Its 
■ lily to provide a high auto-owner- 
sp audience plus high frequency at 
\: cost makes it the soundest adver- 
t ng buv for this product in most 
rkets." 



WHERE ARE THEY? 

s your station I.Q.? How many of these 30 radio stations 
can you place on sight? Test yourself — take pencil in hand, and, 
(without help from SRDS) in the space below write in its location. 
A real hep timebuyer should easily score 28. A media head — 25. 
And no account man should settle for less than 20. The answers: p. 52. 



WAVE 


KRKD 


WCBM 


WOKO 


WEEI 


WJAS 


WEBR 


WGN 


WING 


KFRB 


KCMO 


KTAR 


KNEW 


WABB 


WPOR 


WTAR 


WGAL 


KYW 


WWDC 


WDGY 


*WWEN 


WTIX 


WGBS 


KISN 


WTIC 


WHO 


WWRL 


WTOP 


KIXL 


WXYZ 



•Tills one will give your ratine quite a boost. 
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SPONSOR ASKS: 

WHAT TIPS CAN YOU SUGGEST 

FOR NEGOTIATING WITH TALENT! 




Those replying to this week's 
question are: 

• James A. Stabile, NBC TV. 

New York 

• Tom McDermott, Four Star 
Tv. North Hollywood. Calif. 

• Albert E. Marten, lawyer, New 
York 

James A. Stabile, ''•/'•• staff, tv net- 
work, sue 

What basic rules do you follow in 
negotiations? 

1 have been asked that question 
many times. The answer always has 
been, and still is. that there is no set 



Know the issue 
thoroughly, 
and never 
underestimate 
the ability of 
the other side 



or fixed pattern or formula that can 
be applied. And there is no book 
that can teach one "how to nego- 
tiate." 

There are certain fundamentals 
which are of tremendous assistance: 

1. Know the issue or subject 
thoroughly. 

2. Never underestimate the intelli- 
gence and ability of "the other side." 
Always assume he knows at least as 
much as you do. 

3. Be prepared to "blow the deal"' 
if discussions reach the stage where 
it appears that conflicts are irrecon- 
cilable. This involves the ability and 
authority to: 

( a I Have flexibility within an 
over-all framework of terms and 
conditions that would be accept- 
able to management; 

(b) Make a decision with 
knowledge you have management 
support. 

4. Above all, apply just plain 
common sense in analyzing and ap- 
praising any situation. 

I learned early in my career the 
importance of knowing the issue or 



subject well before taking an ada- 
mant position. I recall an extensive 
and heated discussion which involved 
the privilege of designating a labora- 
tory for the processing of prints for 
a film series. Since the program 
series was of significant importance 
to each side, each insisted upon the 
right to select the film laboratory. 
Under normal circumstances, such 
an issue would never be considered 
vital, but because of the nature of 
the program and the recognition that 
film processing would involve a very 
careful handling of the film that had 
been shot, neither side would yield 
to the other. During a lull, I asked 
which laboratory the producer ex- 
pected to use. To everyone's amaze- 
ment, it was the same laboratory we 
desired to recommend. A simple les- 
son for all: before you argue about 
a particular issue, ask questions and 
ascertain the facts. 

Does one need any specific profes- 
sional or educational background to 
handle a talent negotiating position 
in the broadcasting and advertising 
business? 

No. There is a tendency to turn 
to lawyers but a legal training is not 
essential though, admittedly, it is 
helpful. A husiness administration 
background is equally as effective. 

Tom McDermott, exec. v.p. in chg. 
prod., Four Star Television, North 
Hollywood, Calij. 

When Dick Powell. Charles Boyer 
and David Niven established Four 
Star Television in 1952. they had. a 

J-f JM 1^ |i Talent is 
easier to 
negotiate with 
when negotiator 
is talent- 
oriented 



built-in solution to the problem of 
negotiating with talent. 

There is a high degree of cam- 
araderie existing within the ranks 
of people in the entertainment indus- 




try. When an artist is doing bus 
ness with Four Star, he realizes thj 
he is negotiating with a talen 
oriented firm. He knows the pres 
dent, Dick Powell, has many timt 
been on the other side of the desl 
He also knows that everything po 
sible has been done to present a 
attractive and fair offer. 

This, 1 believe, is the reason Fol 
Star has been responsible for intrl 
ducing more established talent to tl 
video screen than any other stud - 
in Hollywood. 

Indeed, I have dealt with this pro 
lem from the other side of the fen 
also. Before becoming a partner 
Four Star Television, I spent a gre 
deal of time in Hollywood as a re 
resentative of the Benton & Bowl 
advertising agency. That was in tl 
earlier days of the medium, befo 
the creation of shows was turn< 
over to production companies. 

Upon first meeting creative peop 
I was considered an outsider-) 
watchdog of the client's dollar. Ho 
ever, once actors, producers, ai 
writers were aware that I was p£ 
of the creative, rather than the sal 
end of the business, an attitude 
trust became evident. 

I am not suggesting that one nee 
to give in to every whim of the p<! 
pie on the creative end. But, it 
my contention that if writers, acto 
producers, and directors are treat 
with respect for their initiative, t, 
ent, and professional competeni 
then these are the qualities whi 
will be received in return. 

Albert E. Marten, lawyer, specializ. 
in show business, New York 

My first tip on dealing with tal^l 
for a client is . . . DON'T . . . thatl. 
if the talent is represented by an • 
torney. an agent, a personal mar- 
ger, or any other professional rep- 
sentative. What's required then ifi 
personal magician with a flair for - 
normal psychology. 

There are many categories of | 
ent in radio and television. There* 
commercial talent and show tale- 
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KRON is TV in SF 



There are stars or '■names"; feature 
performers and extras or "ninnies." 
A number of different guilds repre- 
sent the various categories, eacli with 
its own code and standard player 
contracts. The talent negotiator 
should he familiar with all of the dif- 
fering codes and contracts. 

When dealing with the over-scale 
ir '1131110" talent performing in a 
elc\ ision show, an experienced ne- 
jotiator should have a dossier 011 the 
ilar's track record. What has he 



A negotiator 
should be a 
magician with 
a flair for 
abnormal 
psychology 



one lately — and for how much ? 
)id his performance rale raves, boos, 
r something in between? Was the 
\ erall show good, had, or what? 

He should obtain the full scoop on 
le star's commercial as well as his 
ersonal wants and deeds. Is he a 
miedian with "immortal longings" 
1 play "Hamlet"? Does he encour- 
;e or shy away from dialogue? 
ig parts or cameos? What kind of 
lling has he had in the past; what 
nd does he dream of for the fu- 
re? What are his preferences in 
'e way of maids, Cadillacs, chauf- 
'urs, valets, makeup man, hairdress- 
. villas, flunkeys, stooges, and syco- 
lants to hold his hand and pat his 




What are his lax headaches? 
1 \\ hen negotiating drifts from bour- 
•n and honhommie to reality, use 
is information to formulate your 
oposal, then cut it in half as your 
'si offer. Sometimes, the hiring of 
fetar's wife, friend, or in-law as a 
t player or "consultant" reduces the 
' r's asking price ... or providing 
I ee quarts of iced champagne for 
I disposal after the day's shooting, 
ptoent in the form of a Riviera va- 
< ion may solve many problems. 
|Ihe most important thing to re- 
i;niber is: don't try to make the deal 
Virself — not unless you are a pro- 
f sional negotiator, or endowed with 
•neart of stone, a brain of steel, the 
i jition of a Bridie Murphy, and 
I ability to awaken to 3 a.m. phone 
( '|S alert, alive, and alacrilous. If 
W do, you may lose your hat. 



uo, you may 
Itches, and umbrella. 
? sometimes do! 



your 
Even the 




SaaVtmciicaas ate SotdLmtKRON^l/ 



SAN FRANCISCO CHRONICLE • NBC AFFILIATE • 
CHANNEL 4 • PETERS, GRIFFIN, WOODWARD . 
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BULLETIN: 

to you 
know who ! 



Are you aware, sir, that the Tide- 
water is growing 2% times faster 
than the nation as a whole? Did you 
know, too, that WHIH has the live- 
liest format, the brightest person- 
alities and the most distinctive news 
and public service programming in 
Virginia? 

What we're saying is this: we'd 
love to help you pop millions of 
those tiny little tea leaves into the 
cups and glasses of WHIH listeners. 

Forgive us this brazen superla- 
tive, but we believe we're far and 
away the best chaps for your job in 
the Tidewater area in Virginia. 



FORMERLY WLOW 

TIDEWATER, VIRGINIA 

AN ELLIOT STATION 

Representatives: Avery-Knodel 




Reps at wor 




John S. Hughes, Avery-Knodel, New York, doubts "if ther 
another business where mutual respect of buyer and seller is 
vital, day in and day out, to orderly business transactions. In broa 
casting, there are many elements which contribute to this mutu 
respect. Time, of course, is one of them. A seller's knowledge an 
^^^^^^^^^^^^^^^^^^ appreciation of a buyer's pro| 

lems is another. Business-like 
titudes and the realization that] 
1 buyer and seller are actually 

^»^» 8 a S ef l i n a mutual venture to se 

their respective clients in the 
possible way are still other I 
tributing factors. But this is 
doubt of the most importance 
all: a rigid practice on the p 
of the seller of broadcast time 
determine the established prt 
for the time offered, state it c 
ly at the outset, and adhere to it. Juggling prices because the 
has a 'fourth-rate station' is a poor substitute for salesmanshl 
Such a procedure invites retaliation, ultimately resulting in loss 
confidence and respect, on the part of the buyer and the accou 

Samuel F. Jackson, Weed Tv, New York, finds a "need for| 
closer rep-advertiser association, now that the relationship betwf 
the broadcast rep and the agency is firmly established. The not-td 
long-ago addition of the third tv network, coupled with the inta 
duction of spot participations within network shows, has done mil 
to discourage the advertiser's use 
of flexible national spot advertis- 
ing. The time has come when reps 
must ally themselves more closely 
with the advertiser in association 
with his agency. The rep must 
obtain a closer working knowl- 
edge regarding the advertiser's 
specific product problems in rela- 
tion to the selection of markets 
aiid media. With this knowledge, 
the rep will be better prepared to 
sell the markets and stations he 
represents. Does the dollar the advertiser invests through the r 
and agency realize a profit to him? The rep is the 'broker' of til 
and should be concerned with the advertiser making the best inve 
ment, rather than be concerned with obtaining the largest ord<' 
More attention today should be focused on how much the rep c 
give the advertiser rather than how much he can get from hirr 
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— " — with the 
"BIG CHEESE"' in Wisconsin 

Not only Va million people 

but 2 million cows. 

WEAU-TV 

EAU CLAIRE, WISCONSIN 






The best way to reach the rich heart of the Central South? 
Through its main TV artery: WLAC-TV, covering a 91-county, 4-state area 
that's pulsing with vast sales potential! 

This virtually unduplicated network coverage (proved by NCS #3) 
and unparalleled local programming maintain WLAC-TV's acknowledged 
position of leadership. ® of course. 



the "way" station 



nashville 



to the central south 



I 



IK K AT/. A(;KX*V, i>c 



>bert M. RtuKhle, General Sales Manager 



T. B. Baker, Jr., Executive Vice-President and General Manager 



RADIO BASICS /JULY 



& figures about radio today 

1. CURRENT RADIO DIMENSIONS 



Radio homes index 
1960 1959 



50.1 
radio 
homei 




49.5 
radio 



52.0 51.4 
U.S. homes U.S. homes 

Source: 1 Jin. 1960, SPONSOR; 1 Mir. 
1959. A. C. Nielsen; homes figures In millions. 



Radio set index 



Set 

location 


1960 


1959 


Home 


106,007,095 


98,300,000 


Auto 


40,387,449 


37,900,000 


Public 
places 


10,000,000' 


lO.OOO.OOO* 


Total 


156,394,544 


146,200,000 


Source: RAB, 1 Jan. I960. 1 Jin. 1959. 
sets In working order. *No current Information. 



Radio station index 





En 


d of May 


1961 






Stations 


CP's not 


New station 


New station 




on air 


on air 


requests 


bids in hearing* 


Am 


1 3,590 


1 149 


1 521 


1 80 


Fm 


| 871 


1 208 


1 80 


1 17 




En 


d of May 


1960 




Am 


I 3,479 


1 86 


1 634 


1 211 


Fm 


1 727 


1 163 


1 80 


1 42 


Source 




•April 





Radio set sales index 



Type 


May 1961 


May 1960 


5 months 
1961 


5 months 

1960 


Home 


745,616 


548,322 


3,449,834 


3,175,469 


Auto 


408,875 


463,165 


1,863,781 


2,726,222 




Total 


1,154,491 


1,011,487 


5,313,615 


5,901,691 


Source: Electronic Industries 
figures ire factory production, 
phonographs add another 15-207 


Assn. Home figures are estimated 
These figures are of I'.S. production 
« to home sales figures. Figures are 


retail sales, auto 
only. Radios in 
subject to change. 



him ' I li i id i| .illllUllh Jill HUH, I lllilllllil ! Hill 



2. CURRENT LISTENING PATTERNS 

" ' i inn iiiiiiiiiiiiiiiiiiiiniiiii ■ iiiimiiiiiiiiuiu »i..4iiiJnii]tiiiif«iiiiii'«iiiiiiiitii»< iiiiiiiiiiiiiiiliiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiniiiiiiiiiiiii mi 



The weekly in-home radio audience 



By day parts 


AVERAGE MINUTE 

% of weekly % U. S. No. homes 
radio usage radio homes (000) 


WEEKLY CUMULATIVE TOTAL 

% U. S. No. homes Avg. hrs. per 
radio homes (000) home reached 


Mon.-Fri. morn. 


34 


12.7 


6,280 


62.4 


30,857 


6.11 


Mon.-Fri. after. 


22 


8.3 


4,104 


52.0 


25,714 


4.79 


Sun. morn. 


4 


8.3 


4,104 


33.3 


16,467 


1.50 


Sun. after. 


5 


9.2 


4,549 


31.3 


15,478 


1.77 


Sat. morn. 


5 


10.1 


4,994 


38.4 


18,989 


1.58 


Sat. after. 


5 


9.8 


4,846 


31.8 


15,725 


1.86 


All evenings 


19 


5.1 


2,522 


50.1 


24,774 


4.28 


12 Mid.-6 a.m. 


6 


1.7 


841 


16.1 


7,961 


4.43 


24 hr., 7-day total 


100 


6.8 


3,363 


79.8 


39,461 


14.31 



Source: NUI. 27 Feb. -3 Mar.. 1901. East and Central Time Zones: New York time. TaMfir Time Zone: local time. 



^iiiii: .i'ii. mi minimi hi mm 



46 



II I1IIIUIIIIIIIIIIIIIIIIIIIIIIIIIIBIIIIIIIIIIIIIIIIIIIIIIIIIIIII II lllllllllllll lllilllllil II 

SPONSOR • 17 JULY 19', 



Out of sight, out of home 



i 



We we he counting our blessings the 
other day and got as far as 
Winneshiek. We started with Allamakee, 
and went trippingly through Chickasaw, 
Keokuk, Muscatine, Poweshiek, and 
twenty-eight other fine old American 
names of counties in our primary radio 
service area. The count: 397,032 auto- 
mobile registrations. 

For all of WMTland— the Gl-eounty 
area NCS awarded us — the total is 

013,991. 



WMTland, more than half of which listen 
to WMT at least once in a while, you j n^t 
can't avoid the conclusion: 



We need more traffic lights. 



WMT. CBS Radio for Eastern Iowa. 
Represented by the Katz Agency. 
Affiliated with WMT-TV, 
Cedar Rapids — Waterloo; 
K-WMT, Fort Dodge; 
WE13C, Duhith. 



Statewide average is 2.2 persons per 
registered motor vehicle. Iowa's 112,000 
miles of roads and streets support 33 mil- 
lion miles of travel every da}% which par- 
tially explains what happened to us on 
the way to the studio this morning. We 
were struck — by out-of-home listening to 
WMT. 

When you add all that traffic (8 out of 
10 cars have radios, we read some place 
years ago) to the 470,000 radio homes in 
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WTOK-TV 

MERIDIAN, 
MISSISSIPPI 




A MOST 

EFFICIENT 

MEDIA BUY 

*MISSALAND — thirty-six counties in 
Mississippi and Alabama covered by 
only one television station— WTOK-TV 
Facts prove that WTOK-TV offers adver- 
tisers one of the nation's most efficient 
media buys. Before completing your 
next market list, take a close look at 
MISSALAND and WTOK-TV. Here's why: 

• 159,400 Television Homes 

• $530,093,000 Retail Sales 

• $796,636,000 Effective Buying 
Income 



Copr. 1961, Sales Man- 
agement Survey of Buying 
Power, further reproduc- 
tion is forbidden 




National and regional buy! 
in work now or recently complete 



POT BUYS 



TV BUYS 

Procter & Gamble Co., Cincinnati, is expanding the market list fo 
Salvo, tablet type detergent, as the new product continues on 
way toward being a leader in the detergent field. New markets ail 
in New England, Texas, Ohio and Indiana. Placements are for bot 
day and night minutes, depending upon the market. Buyer: Die 
Thompson; Agency: Leo Burnett. 

Scot-Towels lias taken availabilities for nighttime fringe minutt 
to go into a 13-week campaign beginning the end of July. Buyei 
Ross Tompkins; Agency: JWT. 



Instant Chase and Sanborn coffee will break the first week i 
September in all time segments on the east coast and the midwe 
for a 13-week campaign. Buyer: Jayne Shannon; Agency: JWT. 



General Foods is going heavily into a campaign for Gravy Tra' 
dog food. The schedule is being placed for prime time chain break 
and night fringe minutes for three weeks beginning the end of Jul 
Buys are for the 100 top markets. Buyer: Stewart Hinkle; Agenc; 
B&B. 

Dennisons Foods will have a mid-August start for a campaign co 
ering the company's general food line. The buys will be placed 
western markets for daytime minutes. Buyer: Jim Stock; Agenc] 
Y&R. 

Best Foods' mayonnaise on the west coast along with Heiimann 
mayonnaise on the east coast are mounting spot activity beginnir 
about now (mid-July). They will use daytime minutes. Buye 
Lynda Salzburg; Agency: D-F-S. 



RADIO BUYS 

Hess & Clark, Milwaukee, is placing a summer and fall schedii 
for nf-180 feed' additive for poultry and swine. The purchase is 
rural markets with large concentration of poultry and swine. Buye 
Ed Ritz; Agency: Klau-von Pietersom-Dunlap. 

Azco, Cleveland, goes into a four-week campaign beginning 
August for New Idea Farm Equipment division which makes ofj 
manure spreaders. Buyer: Rosaly Goudek; Agency: McCann-Mf, 
schalk. 



Rambler will use traffic time as it breaks into the top 25 mark/- 
shortly. The time segment will be both minutes and 30's. They m 
take it on Wednesdays, Thursdays, and Fridays. Buying is done 
the Rambler group at GMM&B. 
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VIDEO TAPE 

^(Continued from page 31) 

Hon, is a thing of the past because of 
in Ampex accessory — AMTEC, an 
expensive but important gadget re- 
;ently developed. AMTEC. in simple 
anguage, is a picture straiglitener. 
't is an automatic watchman that puts 
he kibosh on skewing, scalloping and 
lorizontal line displacement. CBS 
*-as one of the first to avail itself of 
he AMTEC. It is using it in con- 
unction with the Inter-Sync signal 
ynchronizer. AMTEC costs ST. 750. 

Still another spectacular engineer- 
ng improvement in tv tape circles 
h SE, an accessory for the tape re- 
order which outmodes tape cutting 
nd splicing. Engineers say it re- 
, loves all need for cutting and splic- 
lg of tapes, making the editing job 
completely "hands-ofP" operation 
jntrolled entirely by push-button 
ectronics. Production people pre- 
ict that this accessory will be a great 
?lp in the insertion of new commer- 
l als, scenes, and the correction of 
I ;oofs.' 

The new four-and-one-half-inch 
iage-orthicon camera, weighing less 
an 100 pounds, is also a plus factor 
weighing the merits of taping com- 
ercials and programs. These Am- 
■x/Marconi IV cameras have been 
| stalled at CBS TV both here and 
i the West Coast: Video Tape Pro- 
•ictions of New York: Teletape Pro- 
> ctions, Chicago; International Vid- 
'tape Productions. Beverly Hills and 
i major stations in the land. 
In the past two years, the tape in- 
<|M:ry has made excellent technologi- 
< progress in terms of reducing 
yts and in the economy of equip- 
ji-nt and personnel, according to 
hllace A. Ross, director of the 
Serican TV Commercials Festival. 
Sscifically, he pointed to the Inter- 
file method of editing which has 
iywed. for, fust, experimentation 
0|1 then development of finished 
•'nmercials of increased quality. 

Tape commercials last vear won 
nre awards than it might have un- 
d, less favorable atmosphere, ac- 
.« cjding to Ross. The judges, he said. 
d We inclined to give encouragement 
t^this new medium. Of a total of 
1 25 entries, there were 83 tapes 
ei 'red in the I960 competition. Most 
<yheni came from some 10 major 
P duction companies. Of 250 final- 
(top contenders for awards) 



there were 31 tapes. Among the 
award winners in various product 
categories and Citations for Crafts- 
manship there w ere 15 video tapes — 
about 31% of the award winners. 
Ross described this as a splendid 
record. He said the tapes were found 
to be excellent for demonstration and, 
as a matter of fact, one of them won 
the Citation for Demonstration 
(Standard Brand's Fleischmann's 
)east through J. Walter Thompson) 
produced by the now-defunct Elliot. 
Unger and Elliot video tape subsid- 
iary. 

Ross said the recently-held 1961 
competition had a much higher total 
of video tape entries, 135, in all. of 
a total of 1,352. There were entries 
from NBC, CBS. NTA. Video Tape 
Productions of New York and Gen- 
eral Television Network. Of 250 
finalists, 34 were tape entries. Of the 
award winners in various product 
categories and Craftsmanship Cita- 
tions. 13 were on video tape. This 
is approximately the same number 
of finalists and winners as last year. 
According to Ross, tape has made a 
greater impact in the local station 
markets than among major network 
advertisers who. in man)' instances, 
have experimented and then returned 
to film. Ross feels that the newer 
technological developments should 
make for a more polished result and 
may well bring tape the great com- 
mercial activity that was originally 
predicted for it. 

Ross' statement that local stations 
make great use of tape in advertising 
is borne out by numerous affidavits 
from smaller markets. Enterprising 
stations now regard their video tape 
equipment as more than an item of 
convenience. Stations are making 
money as well as saving money with 
their tape equipment. They are going 
after advertisers with "sneaky pitches" 
and in man) - instances converting 
"tough customers" into enthusiastic 
audio-visual sponsors. 

What are the lasting qualities of 
taped spots and programs? It is too 
carh to predict how long video tape 
will last but it is generally agreed that 
nobody yet has had tape go bad from 
age or storage. Chemists offer a 
rough figure of 10 years for the last- 
ing properties of a roll of tape. A 
rule of thumb for its usage, when 
treatedly gently, should be about 100 
passes across the head. 



St Louis 




BF.UOUV3 



Located in the 
exclusive hotel area of 
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HOTEL 

PARK CHAMBERS 

Corner 58th St. & Avenue of the Americas 

NEW YORK CITY 19 

In its location, service, atmosphere and 
reasonable rates. It's the Ideal hotel- 
home for transient and permanent 
guests. Single $9 to $12. Double $12 
to $16. 2-room suites from $18. Lower 
rates by the week or month. 

Write for brochure ond mop of 
New York's most foscinoh'ng p/oces 
to see ond things lo do. 
»l James A. Flood, Manager 




In PITTSBURGH 



and see 

how to be a 
champion in the 
city of champions! 

Champions always lead the 
league in averages. Your 
product can do it if you 
choose the top team, WTAE. 
Find out exactly how far 
WTAE is ahead of the oth- 
ers in Pittsburgh bycheck- 
ing your Katz man for the 
averages. Also, ask him 
about the overwhelming 
switch to WTAE by the 
most knowing local adver- 
tisers. It's hard to stop a 
trend, and theoverwhelm- 
ing trend in Pittsburgh is 
to the Pittsburgh Televi- 
sion Champion, WTAE. 



BASIC ABC IN PITTSBURGH 

wTae 

4 



CHANNEL 



When video tape first arrived, it 
was said by some that its costs would 
rise as much as 15 /f or more than 
film because of handling charges. 
This is no longer true, according to 
video tape rooters. The cost of copies, 
for example, once regarded as high, 
is now down as much as 30/? . 

Currently, there is one significant 
video tape maker on the scene and it 
is 3M — Minnesota Mining and Manu- 
facturing Co. 3M sells its hour-long 
reel today at $233.60. It was origi- 
nally priced at 8306.77 but its users 
feel the price is still too high. 3M 
will undoubtedly get some vigorous 
competition in the near future from 
several other companies planning to 
sell video tape on a commercial basis. 
Reeves Sound Craft has been making 
tape on an experimental basis for 
various users including the United 
States Government and indicates it 
is on the brink of releasing a video 
tape product that should be as good 
as 3M's. Also expected in the field 
is EMU'S, owned by Capital Records. 
Orradio Industries, a division of Am- 
pex, expects to market an "Irish 
Brand" video tape as a competitor of 
3M's "Scotch Brand." There is also 
talk of Audio Devices making tape. 

There has been considerable syndi- 
cation of video tape shows. CBS 
Films is syndicating The Robert Her- 
ridge Theatre, for one. Said Sam 
Cook Digges, administrative vice 
president of CBS Films Inc.: "Video 
tape offers many advantages, to be 
sure. When used in the Bob Herridge 
style — that is, shooting each episode 
straight through as if it were a Iiv2 
production — original production costs 
are lower than film." Digges hastens 
to add that in the area of internation- 
al sales, costs become greater thitn 
film because of such problems as con- 
version, shipping expenses and higher 
residual payments. 

At NBC TeleSales. which services 
the needs of clients in video tape 
production, business has doubled in 
black-and-white activity in the past 
12 months, according to Jerry Mad- 
den, director. There has also been 
a sharp increase in the use of color 
in taped commercials, according to 
Madden. "As agencies become more 
familiar with the mechanics of tape 
and start exploiting its flexibility, I 
think that a lot of the negative reac- 
tions will disappear," Madden said. 
"You can't approach tape as you ap- 



proach film. If you follow the rule* 
of tape, you can't miss." MaddeJ 
said the tape commercial business hal 
grown from literally zero to an est* 
mated gross of over $10 million. 

"At the outset, most agencies use] 
tape for one of two reasons: one — il 
was faster; two — it was cheaper.] 
Madden said. "Gradually as they ba 
came more familiar with tape tecfi 
niques, they realized that they noJ 
had tools to achieve exceptional ail 
tistic quality. At this point tape conJ 
mercials really started to come inn 
their own." 

Has tv taped proved its use? TtJ 
consensus is yes, an unqualified yel 
but what's ahead is far more glJ 
tering, according to experts. Tw| 
years ago, George K. Gould, the 
president of NTA Telestudios, anj 
now president of MGM Telestudifl 
waxed rhapsodic. "The more I won 
with tape, the more I love it," he ei 
claimed. Last week, he was asked I 
he had reason to change his mini 
His answer: an emphatic no! 



CREATIVE RADIO 

( Continued from page 34) 

a. Be friendly and dependable 

b. Be sincere and considerate. 

c. Be congenial and clever! 
speak intelligently, but moj 
estly. 

d. Don't pick a fight but dol 
run away from controversy.) 

e. Surprise your audience oftl 
but don't shock or embarr 
listeners ever. 

3. Audience participation is a mM 
factor — Let listeners help in pla 
ning and putting your prograi 
on the air. As'< the audience 
supply everything from news ti 
to musical selections, jokes, r 
dies, and opinions on the 
problems of the day. In you cl 
or town, I am sure there is | 
broadcast minded doctor — a la 
yer — a world traveler — a scil 
tist — a philosopher — any of th 
people can be encouraged to 
pare capsule features that \l 
could run daily on your statioij 

4. Encourage the Spirit of Comr, 
tion and involvement by makl 
programs competitive, and bro 
casting games and features ll 
invite intelligent participation. 

5. Appeal to basic interests and ' 
sic emotions. Make your micl 
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In PITTSBURGH 



Take TAE and see 

how to be a champion in the city of champions! 



ft 



9m 



WTAE, 



wTae 

BASIC ABC IN PITTSBURGH 
REPRESENTED BY THE KATZ AGENCY 



phones a meeting place for words 
about war and peace, love and 
hate, religion and the irreligious 
— self preservation and self-de- 
struction — IIow to pinch pennies 
and how to make millions — 
Laughter and tears — cats — dogs 
— babies — everything from Mari- 
lyn Monroe to the Monroe Doc- 
trine. 

6. Operate on theory: Listener 
should be interested but, it's your 
job to make him so. Be positive 
— affirmative — speak out as a 
foreground voice — not as a back- 
ground sound. 
All of this will require a creative 
approach to broadcasting: Original 
thinkers operating in a permissive 
atmosphere — to produce programs 
that are significant and meaningful. 

The sound of a creative station is 
nothing more or less than the re- 
verberation of creative staff mem- 
bers. The creative person is imagina- 
tive, curious, and endowed with a 
certain independence of spirit and of 
action. 

The creative person has the ability 
and the courage to follow his own 
judgment a<rainst the crowd if need 
be. 

We adults usually shrug off the im- 
portance of creative thinking by say- 
ing — "Oh. that's for kids and artists 
and scientists — but not for me — just 
a small town North Carolina broad- 
caster." 

But let me emphasize: Creativity is 
a part of everyone's birthright. And 
if you exercise your creative talents 
every time you play a record — or de- 
liver a newscast — or go to call on a 
customer — or every time vou put a 
program on the air — it will pay big 
dividends. 

Don't stifle creativity with a set 
of hard and fast rules that block all 
original thought. At the same time — - 
we must provide leadership and guid- 
ance so that the creative members of 
our staff all work together as a team 
— and all try to reach this same pro- 
graming and sales goals. 

One of the saddest things in the 
world to me is to hear a 21-year-old 
who has never heard a thought-pro- 
voking broadcast in his short life say 
— in all deadly seriousness — "The 
only thing people want to hear from 
a radio station is top 40 and news on 
the hour." 

Think how barren, how sterile, 
how empty life is for such a hroad- 
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caster — and how bleak his future. 

If we really want to beat our com- 
petitors — get more audience — more 
business — more community accept- 
ance — we have to tailor our services 
to fit the requirements of our listen- 
ers and anticipate needs — even when 
the public has not expressed any feel- 
ings in the matter: 

People don't always analyze why 
they like or dislike a radio station. 

They merely react to what is 
broadcast — and if they like it they 
keep listening. And if they dislike it 
they turn to another station — or quit 
listening altogether. 

Now what keeps a listener happy — 
what keeps him tuned to your spot 
on the dial? 

You must satisfy basic needs. And 
you must continue to search for new 
needs every day — and for ways to 
satisfy them! 

A. Time, weather, traffic, news, 



Answers to 'Where 
Are They?' 
quiz, page 41 

WAVE— Louisville, Ky. 

WCBM— Baltimore, Md. 

WEEI— Boston, Mass. 

WEBR— Buffalo, N. Y. 

WING— Dayton, Ohio 

KCMO— Kansas City, Mo. 

KNEW— Spokane, Wash. 

WPOR— Portland, Me. 

WGAL— Lancaster, Pa. 

WWDC— Washington, D. C. 

WWEN— Don't know 

(we made this one up) 

WGBS— Miami, Fla. 

WTIC— Hartford, Conn. 

WWRL— New York City 

KIXL— Dallas, Tex. 

KRKD— Los Angeles 

WOKO— Albany, N. Y. 

WJAS— Pittsburgh, Pa. 
; WGN— Chicago, III. 
! KFRB— Fairbanks, Alaska 
: KTAR— Phoenix, Ariz. 
: WABB— Mobile, Ala. 
! WTAR— Norfolk, Va. 
; KYW— Cleveland, Ohio 

WDGY— Minneapolis-St. Paul, § 
Minn. 

WTIX— New Orleans 

KISN— Portland, Ore. 

WHO— Des Moines 

WTOP— Washington, D. C. 

WXYZ— Detroit, Mich. 

•1111 inn mil wiiinmin mill iiiiiiiiiiiiiiiiiiiiii'iiiKiiiiiiiiniiiil 



sports, these we know. 
B. But have you sought to satisf; 
needs not so apparent such as! 
the adviser on family problem: 
the adult educator, the purveyo 
of vacation information, job on 
portunities offered by the Stat 
Employment Service, good book 
for summer vacation reading 
easy to prepare summer food; 
singing time shows, spelling bees, 
joke telling sessions? And eve 
more serious matters — such as ir 
depth studies of state, nation.' 1 
and international problems? 
In his Motivational Research Sim 
ies, Dr. Conrad Dichter has pointe 
out clearly that a listener has a def 
nite image of your station in h 
mind when he tunes in. He expecl 
you to perform certain sound service 
for him: 

If over a period of time you ai 
not getting as many listeners as yc 
would like, don't blame the audienc 
Blaine yourself. Examine your pn 
jl graining, your commercials, yoi 
H personalities. How much are ytm 
j| doing that people want? What a. 
g you failing to do that people wou. 
J like to hear? What are you doii 
that irritates listeners, causes a 
H tagonism or horedom or indiffe 



ence : 

These are tough, bed-rock que 
tions you must ask yourself. And 
you still envy the competitor do\j 
the street who gets more audien 
and business than you — don't ratio 
alize about it. Don't offer yoursi' 
excuses. Face facts. Look yourd 
in the eye. Listen to your radio si 
tion. See why and henv it is failit 
to do as well as you would like. 

If you make necessary changes 
and you get to the point that you c; 
listen to your station and say — I 
honestly enjoy listening! I look f< 
ward to tuning it in every day," 
Then I'll wager ten to one that yo 
community will begin to feel t 
same way. 

One day a program director frc 
Miami asked me how WSB stood 
ratings? 

I told him that we were first- 
all rating services. "Well," d 
this Program Director from Miai 
"1 don't understand it. I've been I 
tening to your station for two da 
And I have yet to hear anything si 
sational!" 

1 said— "Well, what did you 
pect?" 
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And he said— "Well, if you're first, 
guess I expected some fireworks 
nd bell ringing and a lot of noise." 
I tlien asked this young man if 
uriug his two clays of monitoring 
ur station if he had enjoyed listen- 
ig — if he were comfortable — if our 
rograming satisfied him? 
"Oh. yes," he said. "I found it so 
isy to take, the hours just seemed 
i slip by. I didn't hear a single 
ling that I could object to. And I 
inda wanted to keep listening be- 
msc I didn't know what was coming 
;xt that might prove interesting." 
"There's the answer to our number 
,ie rating," I said. "We are in the 
•oadcasting business to satisfy the 
>eds of our listeners. To make them 
iinfortable. To help them enjoy 
.tening. And to convey the impres- 
[ 3n that something unusual might be 
l,\ at any moment." 
Let me show you a few ways you 
m be different — and be successful 
it. ^ 
{Next week broadcaster Ellis will 
t're up in detail the 15 "don't" 
ited on page 33 of this issue in 
sowing how to run a "first-class 
4tion that will make moneys) 



THE HOT AFTERNOON 

{Continued from page 35) 

signed between Norman D. Waters 
and Associates and NBC to present 
"Fashion Discoveries in Television" 
over WNBT. The fashion show, a 
first in television, received an enor- 
mous amount of space in the metro- 
politan press, notably The New York 
Times, which described it as another 
move in the city's campaign to be- 
come the fashion center of the world. 

Waters, whose agency is now a di- 
vision of Friend-Reiss Advertising, 
was also president of the American 
Television Society, forerunner of the 
present-day Radio-Television Execu- 
tives Society. Waters wrote, directed 
and produced the first fashion show, 

At the end of the year, WNBT was 
still the only tv station broadcasting 
commercially in New York City and 
it numbered among its clients Bulova, 
Adam hats, Gold Mark Hosiery, Bo- 
any neckties. Frank Lee Hat Co., 
Bloomingdale's and A&S, Bamberger, 
RCA and the Hat Style Council. 

Already there were complaints that 
what television lacked was color. ^ 



SIX TRADE GROUPS 

(Continued from page 38) 

levels ... to inform present and pros- 
pective advertisers concerning the 
produrth e use of tv advertising and 
to foster continued progress and de- 
velopment of television as a medium 
of advertising." The bureau spends 
a major portion of its annual budget 
on sales and selling research and the 
rest on the administration of the sell- 
ing effort and the servicing of mem- 
ber requests and conducting of sales 
clinics. 

• TIO^ the youngest of this group 
of trade organizations. TIO was cre- 
ated as an arm of the NAB to bridge 
the gap of "understanding between 
the tv broadcasting industry and its 
man) publics." The organization 
does a public relations job on behalf 
of tv. It publishes and distributes 
special studies and reports to civic 
and educational groups and opinion 
leaders, assists stations in dissemi- 
nating information about their spe- 
cial-interest programing, and pro- 
vides background information to its 
members on areas of current public 
interest in tv. ^ 




Channel 8 delivers a ric] 
busy 28 county area that in- 
cludes The Tompo-St. Peters- 
burg Metropolitan Market 
— Florida's 2nd and the 
notion's 28th Retail Sales 
Market. 
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"Challenge" created by YVFLA-TV is a continuing scries of docu- 
mentaries in dimension focusing on ordinary people in extraordinary 
pursuits — from the issue of Discrimination to Education; from Beauty 
Queens to Population Explosion; from Harbor to Highroad. Its pur- 
pose: to interpret to the community we serve the many activities that 
serve the community. 

The response of the public has been tremendous — and immensely 
satisfying to us. And "Challenge" is only one of hundreds of docu- 
mentary public interest programs produced on this station and 
applauded by the public. 

'Challenge" is available to advertisers — another reason to spot your 
product or service on WFLA-TV. Hates and information on request. 



TAMPA - ST. PETERSBURG 
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A GET-TOGETHER of II ABC TV web execs and o&o managers took place in San Francisco 
27 June to discuss plans for newly set up ABC TV National Station Sales. They are (first row, 
I to r), Selig J. Seligman, pres., Selmur Productions; James J. Riddel I , ABC v. p. in charge of 
western division; Simon B. Siegel, financial v.p., AB-PT, and ABC v.p., treasurer; Theodore S. 
Shaker, v.p., gen. mgr., ABC TV National Station Sales; Stephen C. Riddleberger, v.p., o&o 
stations; Charles DeBare, general counsel, o&o stations. Second row (I to r), David M. Sacks, 
ABC v.p., gen. mgr., KGO-TV, San Francisco; Joseph Stamler, v.p,, gen, mgr., WABC-TV, New 
York; John Pival, president, WXYZ, gen. mgr., WXYZ-TV, Detroit; Sterling C. Quinlan, v.p. in 
charge of WBKB, Chicago; Elton Rule, v.p., general manager, KABC-TV, Los Angeles 




Advertisers 




A STUNT n air for Jess Cain, morning radio man, # WHDH, Bosto'i, as his "The Look Of 
Eagles" and "Cain's Caper" bring renown to the station over the bay and beaches of Boston 




Humble Oil is lining up a speck 
spot radio campaign for its soutl 
ern markets. 

The account is handled by McCani 
Erickson. 

Campaigns: Pacifie Ocean Par 
(F&S&R) will use television spcl 
throughout the summer to augmei 
its radio advertising. 

PEOPLE ON THE MOVE: He 
bert Fisber to advertising and sal 
promotion manager for Lincoln-Me 
cury division of Ford. 

Deceased: William N. Connoll 

public relations v.p. of S. C. Johnst 
& Son and former chairman of t] 
board of ANA, died Sunday night, 
Jul}, following abdominal surgery. 



Agencies 



Geyer, Morey, Madden & Ballai 
has adopted the instant bar 




lraft system for tv stations — an 
irransjenient it's had in effect for 
radio stations the past three 
ears. 

The way this works: the station 
omputes the net amount due it for 
ic past month from a GMM&B di- 
nt, enters the sum on a sight draft 
>rni furnished by the agency and 
eposits the draft at the station's 
auk. like a regular check. 

gency appointments: Liehmann 
reveries to NL&B . . . Barden- 
ner's Wine Cellars to Katzif- 
corge- Weni hoener Advertising;, 
. Louis . . . Italian Line to 
HCC&A from C&W . . . Flex-Let. 
rovidencc, R. 1., to the Irving Berk 
vision of J. M. Kesslinger & 
<sociates . . . Wilson to Conipton, 
lieago. from Roche. Rickerd & 
ear\ . . . Buckeye Foods to Byer 
i Bowman Advertising, Colum- 
s. Ohio . . . F&L Food Products to 
i)iii|>ton, San Francisco division 
1. General Fiber Box, West Spring- 
l^d. Mass., to E. J. Hughes, Spring- 
Ud, Mass. . . . Outboard Marine to 



Baker /Johnson <X Dickinson, Mil- 
waukee, for the special products divi- 
sion's new line of boats and trailers. 

PEOPLE ON THE MOVE: Dick 
Newman, from WTRY. Tni\ ; 
Sandy Gassman, from Guinbinner: 
James Weshler, from Hoyt; all to 
the timebuying department at La- 
Roche . . . Walter H. Lnrie to ex- 
ecutive v. p. in charge of the inter- 
national division of Grant Advertis- 
ing from senior v. p. and account 
supervisor, same agenc\ . . . Eugene 
A. Raven to FC&R as account super- 
visor from Trans World Airlines from 
v. p. and account supervisor at 
FWR&R . . . Kiehard E. Fischer 
to director of radio and tv at Winius- 
Brandon. St. Louis from chief time- 
buyer at C-E. Detroit . . . Kiehard 
R. Rendeley, executive producer in 
charge of radio and tv at Hicks and 
Greist, has resigned . . . William H. 
Monaghan to the account executive 
staff, Harold Cabot, Boston . . . 
Ralph Kanna to radio-tv director. 
William Schaller. West Hartford, 
Conn. . . . Robert Carley to v. p. 



and account supen isor, Y&1L from 
president of Fitzgerald Advertising, 
"New Orleans . . . Frank E. Ilraston 
to marketing director for the entire 
agency at Gardner . . . Gerald Ep- 
stein to media auahst. Wade Adver- 
tising, Chicago, from media research, 
GMM&B . . . Leonard Goldberg to 
HBDO \.Y. as coordinator of broad- 
cast media and planning: had been 
with ABC TV and NBC TV. 

They were elected v.p.**: Allen 
Dneovny, radio and tv director, and 
Newt Stammer, account executive 
for RKO General have 1 ecu elected 
v.p.'s of D'Arcv. 

f 

New v.ps. : Mrs. Mary Agnes 
Schroeder and Mrs. June McClain 

have been elected v.ps. at the new 
agency. Post & Morr, Chicago. 

Kudos: David Wen ne n. president 
of Wernien & Schorr. Philadelphia, 
was the recipient of one of a total of 
four first awards and six citations 
presented to the agency in the First 
{Please turn to page 62) 



^POINTMENT OF Harrington. Righter & Parsons as national sales rep for KETV 
'), Omaha, tales place as Eugene Thomas, v.p., general manager, KETV, and Turlc 
f hter (I to r) sign contract. Standing (I to r) KETV sales manager Ben Mc- 
Ijghlin and John Diclcinson, v.p., director of business development for the rep firm 





MUMS AND FOOTBALL RIBBONS in July are 
pinned on guests Charles Carlus and Mrs. Li bby Sher- 
man of Evans Young Wyatt Advertising by Dottie Vaught 
of WFAA-TV, Dallas, at preview of summer programing 





Bombard 
San Francisco 
Night and Day 



Combine all your spots— prime time minutes, morning ID's, afternoon 
20's, film, live and videotape commercials— for the most advantageous 
Penetration Plan discounts in San Francisco. 

Additional discounts on 13, 26 and 52-week night and day penetration schedules! 

Call KTVU or H-R Television Inc. for excellent availabilities in live sports, 
The Play of the Week, high-rated live, syndicated and kids shows. 
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Wliat's happening in U. S. Government 
that affects sponsors, agencies, stations 



WASHINGTON WEEK 
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The gel-tough policy at the FCC carried on with actions against WINS, New 
York, and against multiple-owner Crowell-Collier. 

Meanwhile, the Appeals Court upheld the FCC's cancellation of the Miami channel 10 
license for allegedly improper approaches to former FCC Commissioner Mack. 

The Commission took another step toward requiring that stations discover and meet 
the needs of the communities they serve. This came in the form of rulemaking on pro- 
posed new license and station-sale application forms. Stations wishing to make major 
changes, such as power increases, would also have to undergo the questioning. 

It was another unsettling week for broadcasters on the Washington front. Add to all of 
this the fact that FTC chairman Paul Rand Dixon was continuing his own private get- 
tough campaign. He revealed that he plans to ask Congress for money for his agency, 
much of which would be used to scan more ads — and more closely. 



The Appeals Court decision in the Miami channel 10 case approved the "death 
sentence" for National Airlines subsidiary Public Service Television. 

The FCC had disqualified the current occupants of the channel, two others of the original 
applicants, and had voted to give the channel to the sole remaining applicant by default, L. B. 
Wilson, Inc. 

Main thrust of this decision, though it is likely to be appealed, was in the very strong 
language with which the court backed the FCC. It is sure to stiffen the FCC attitude in 
similar cases pending. It will also set legal precedents for strong FCC regulatory actions 
in other directions. 

The new proposed license renewal forms, though much changed from a previ- 
ous FCC proposal, still carry out the same broad philosophy. 

They are solidly based on and even make reference to the FCC's declaration of program 
policy. 

A concession was made, in that forms will be different for tv and for am-fm radio. The 
seven programing categories are retained. Applicants will have to break down time as between 
the seven, with credit given for as little as one minute. 

The industry is expected to react violently in filing the deadline which has been set 
for 7 September. Nevertheless, the voting of Commissioners — only commissioner Hyde dis- 
sented, and only TAM Craven reserved the right to vote against final adoption — lends little hope. 



WINS, seeking renewal, was hit with payola charges and Loew's, socking to s»oll 
WMGM to Crowell-Collier, was advised of scare programing charges against Crowell- 
Collier, the prospective buyer: both Crowell-Collier and WINS must have some good 
answers, or the sale and renewal will go to hearings. 

The FCC charges WINS with knowing about payola to employees without stopping it, 
and also with sharing in the payments from record companies. Crowell-Collier is charged 
with "vulgar, suggestive or in had taste" programing, and in scaring San Francisco and Los 
Angeles with broadcasts about an amoeba being loose in the two harbors. 

The Commission didn't describe the "bad taste" broadcasts, but offered to make tapes 
available privately to Crowell-Collier. 
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Significant news, trends in 

• Film • Syndication 

• Tape • Commercials 
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National spot film, which was in the doldrums for a year or two, now appea 
to be staging a bright eomebaek. 

Colgate was reportedly out this week looking for good time for a film series in which I 
guarantee sponsorship 26 weeks over 52. The show: Screen Gems' Shannon, and the agenca 
Norman, Craig & Kummel. 

Then Duffy-Mott (SSC&B) too is understood to be on the hunt for half-hours for an u - 
disclosed show. 

North American Van Lines (Biddle Adv.) is far more advanced in this direction: it w 
definitely move Championship Bridge from ABC TV into national spot in about 100 marke 
for 26 weeks in January. 



Storer's new unit, Storer Programs, has bought Divorce Court from K'lTi 
Los Angeles, for an estimated $1.5 million. 

Price includes 130 full-hour episodes and syndication contracts with 28 stations as well 
all future rights. 

As the first move made by Storer Programs to put it in business, this is an investment 
a successful property that can draw ratings and be delivered to stations at a reasonable pri' 
for use as a spot earrier. 

In fact four of the five Storer stations already have the show, so in part Storer is ji 
buying back those contracts. 

Storer Programs will be headed by v.p. Terry Lee; Joe Evans is leaving WSPD-T 
Toledo, to become general manager; offices will be in New York, Chicago, and Los Angel. 

CBS Films likes the results of its first set of international appearanees so mm 
that they may become a regular occurrence. 

Raymond Burr visited Stockholm and Melbourne in June on behalf of his Perry Masi 
series, first time CBS Films has sent a star abroad for an internationally syndicated show 

Incidentally, Perry Mason, sold in 24 countries, is CBS Films' biggest seller in the ent- 
tainment field. 

But note this: its all-around international best seller is an information sho. 
Twentieth Century. 

Many top execs at NTA have been moved around sinee Leonard Davis moved i 
as chairman and president. 

Berne Tabakin became exec, v.p., Bob Goldston was elected business v.p. and Leon P<k 
became treasurer. 

Also, Vernon Burns is in charge of new production, and Remi Crasto becomes gene'l 
foreign manager. 
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U. S. telefilm exports to Latin America are expected to shoot up consideral.V 
in the next few years. 

The main stimulant: the growth of commercial tv stations there (For details, see SPCI- 
SOR WEEK, page 11.) 
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FILM-SCOPE continued 



Official Films racked up $1 million right off in re-run sales of three of its five 
off-network properties. 

Peter Gunn, Mr. Lucky, and Yancy Derringer were sold to WNEW-TV, New York; KTLA, 
Los Angeles, and WGN-TV, Chicago, plus seven other stations. 
Official's new syndication sales chief is Robert E. Behrens. 



Jayark Films figures that retail sales of Bozo merchandise will cliinh to §51 mil- 
lion next season. 

During the 1960-61 season the retail value of merchandise licensed by Jayark for the 
Bozo the Clown character was $17 million. 

Among thirty manufacturers with Bozo franchises, handled through Don Gardner Associ- 
ates of Hollywood, are Allison, Audio Creations, Roy Berlin, Hassenfeld Bros., House of Pa- 
per, Ideal Toy, Knickerbocker Toy, Pez-Haas, Polly Prentiss, Transogram, Western Printing 
and Litho, and Capital Records. 

The 208-part tv cartoon library is now playing on nearly 200 stations. 

Recent renewals are from WWJ-TV, Detroit; WHDH-TV, Boston, and WCCO-TV, Min- 
neapolis. 



Banner Films' A Way of Thinking with Dr. Albert Burke, now syndicated in 
20 markets, gets treated to a feature in the 1 August Look. 

Latest sales on the show, which is produced by Metropolitan Broadcasting, are these: 
KOMO-TV, Seattle: WOW-TV, Omaha; KRLD-TV, Dallas; WTMJ, Milwaukee; KPRC-TV, 
Houston; WAVE-TV, Louisville; WWL-TV, New Orleans; WBTV, Charlotte, and WEAR-TV, 
Pensacola. 



Ziv-UA added five more sales on Ripcord this week for a total of 90 markets. 

The markets are: WNBC-TV, New York; Mick-or-Mack Stores, WSLS-TV, Roanoke; 
KOIN-TV, Portland; WTAE, Pittsburgh, and KVOS-TV, Bellingham. 

An important program development at Ziv-UA this week was the signing of Dave Wolper 
in an exclusive contract to produce a series of 38 half-hour "documatics" of a bio- 
graphical nature. 

Wolper began as an independent producer and then was associated with Sterling. 



Sales to tv of theatrical product arc good as ever. 

TJAA's new group of 32 recent UA features, called A-OKAY's, made 20 sales for 
$1 million in three weeks. 

Latest markets are: Buffalo, Providence, Philadelphia, the Triangle stations, St. Louis, 
Denver, and Phoenix. 

Meanwhile, Seven Arts Associated has sold its package of 191 Looney Tunes cartoons to 
these additional stations: WHEN-TV, Syracuse; WGAL-TV, Lancaster, and KMBT-TV, 
Beaumont. 



KPHO-TV, Phoenix, points out that it's still in first place in the afternoon de- 
spite what half-hour western re-runs have done for KOOL-TV (see FILM-SCOPE, 
26 June). 

Although KOOL-TV advanced its afternoon rating from a fourth-place 2.3 (March 1960) 
to a second-place 7.4 (March 1961), KPHO-TV still led the Nielsen from 3:30 to 5:30 p.m. 
daily with 11.3. 
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A round-up of trade talk, 
trends and tips (or admei 
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This is the time when the tv network nabobs get a line of how good the stul 
they've been selling for the fall is likely to turn out. 

Their nests are the Hollywood preview rooms and the cynosure of their hopes, an 
possibly inkling doubts: the roughs of series in production. 

The turnout at Yankee stadium July Fourth tended to affirm something ths 
Philip Wrigley said back in 1948: to wit, broadcasting can't hurt the baseball gate 
give them the right attraction and you'll have capacity attendance. 

The paid admission for the Detroit double-header was a record, 74,246. 

Station brokers apparently don't see eye-to-eye on the differentiation value c 
a tv network affiliation in determining the market price. 

In their disparate views the value of such franchise can run anywhere between 25 e , 
and 40%. 

Worthy of note: even as the networks keep expanding their share of the affiliates' tin 
the actual ratio of network income vs. total revenue gets less and less for the st 
tion. ABC TV's introduction of the 40-second chainbreak stems, in part, from an attempt ' 
rectify this economic paradox. 

A Bates media three-striper last week scotched a rumor that had gained son 
currency among tv rep salesmen. 

The report, which was termed utterly baseless: a Rates group of timebuyers during a hu 
die on the problem of 40-second chainbreaks agreed to refrain from buying a 20-secor 
spot which followed a 20-second spot. 

Said the Bates media executive: no such meeting was held and we haven't arrive 
at any policy with regard to buying into ehainbreaks. 



ABC TV also has its top secrets: they're on the daytime sales side. 

Ed Bleier, who presides over that area, has a firm policy of not disclosing who tl 
daytime newcomers are until they're actually on the air. 

His explanation: Our daytime sales are mostly creative. If we tell about them 
competitors will go after them and try to unsell them. 



n o 



Some of the major reps have prevailed upon their sales staff to crowd their v 
cations into July instead of stringing them out over two months. 

They don't want to be caught manpower-short if last year repeats itself and there'si 
deluge of business during August. 

An upper-rung agency is in process of weeding out accounts that haven't bei 
inoney-maker for a long, long time and also show no signs of growth. 

The basic tactic for easing them out: a marked reduction in service. Rather than ts 
direct gambit of suggesting that the client find a home elsewhere. 

The agency's management believes that it's about time it started to think in terms of it 
profit instead of the image posed by its over-all billings. 
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SIOUX CITY'S NEW SYMBOL OF LEADERSHIP 



KVTV's new "weather ball'' is the symbolic 
beacon of the station's leadership in Sioux City: 
it dominates the sk)line the way KVTV domi- 
nates the metropolitan market. It illuminates 



the sky above the city the way the station illumi- 
nates product advantages for consistent sales of 
client products. The guiding light in Siou\ City 
is KVTV . . . literalK and figurath eh . 




CHANNEL 9 . SIOUX CITY, IOWA 
CBS • ABC 




PEOPLES 
BROADCASTING CORPORATION 

KVTV Sioux City, Iowa 

WNAX Yankton, South Dakota 

WGAU ... Cleveland, Ohio 

WRFD ._ Columbus-Worthington, Ohio 

VTTTM Trenton, New Jersey 

WMMN Fairmont, West Vircinia 
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WRAP-UP 

(Continued from page 55) 
Advertising Agency Group's 1961 
Annual Advertising and Public Re- 
lations Awards competition. Awards 
were made to agencies for campaigns 
in various media. 

Mergers: Lando Advertising. Pitts- 
burgh and Erie, Pa., has acquired 
the capital stock of Dubin Advertis- 
ing, Pittsburgh. Lando's current vol- 
ume of billings is over $4-million . . . 
Knox Reeves, Minneapolis, and Fitz- 
gerald Advertising, New Orleans, 
have merged as Knox Reeves-Fitz- 
gerald Advertising. 

Anniversary gift : Bozell & 
Jacobs, Chicago, has established an 
annual fellowship at the University 
of Missouri School of Journalism as 
part of the observance of its 40th 
year in business. 

Awards: Advertising created by 
Henderson Advertising, Green- 
ville, S. C. won four awards in annual 
creative competition of the National 
Advertising Agency Network. 

Happy birthday: J. T. Howard 
Advertising, Raleigh, N. C, cele- 
brated its 16th anniversary in June 
with an open house. 

Stations on the SVIove 

TOTAL STATIONS ON THE AIR 

(as of 1 June 1961) 
AM: 3,590 
FM: 871 
TV: 541 

BOUGHT/SOLD/APPROVED 
Sold: WEOA, Evansville, Indiana, 
to J. B. Fuqua, president and owner 
of Georgia Carolina Broadcasting, 
from WEHT, Inc., Evansville. The 
price: $75,000 cash, plus a non-coin- 
petition agreement for $48,000 . . . 
WNEL, Caguas. P.R., to a syndicate 
headed by Jack Sterling, known as At- 
lantic Broadcasting Corp.. for a cost 
in excess of $150,000. 

Associations 

Tbe Colorado Broadcasters Asso- 
ciation elected Clayton H. Brace, 
assistant to tbe president, KLZ 
(AM-TV), Denver, to tbe presi- 
dency at their thirteenth annual 
meeting. 



Other officers elected were: Mason 
Dixon, general manager of KFTM, 
Fort Morgan, as v.p. and Bob Mar- 
tin, KMOR, Littleton, as secretary- 
treasurer. 

Newly-elected officers of the Nash- 
ville Chapter of the American 
Women in Radio and Television 
arc Adelaide Waller, WENO, Madi- 
son, president; Jan Smith, Culbcrt- 
son. King & Smith Advertising, v.p.; 
Helen Crowder, WLAC, Nashville, 
corresponding secretary; Olean Hol- 
loway, Buntin & Assoc.. recording 
secretary; and Ann Morrison, Daw- 
son & Daniels Advertising, treasurer. 

Hcrmiiiio Traviesas, v.p. at BBDO, 
was appointed chairman of the RTES 
membership committee for 1961-62. 

Stations 

Tv sales: Lestare will again co- 
sponsor the eleven day tv coverage 
of the International Beauty Congress 
on KTTV, L.A., in an audience bid 
for 5.5 million homes. 

Ideas at work : 

• WJRT, Flint, Mich., will pre- 
sent a one hour telecast entitled Land 
We Love. The program, which opens 
Farm Safety Week, will be set up as 
a mock trial with its principal subject 
farm safety. 

PEOPLE ON THE MOVE: Nor- 
man R. Cissna to sales manager, 
WNBC, Chicago, from assistant sales 
manager, same station . . . Robert 
Leitch to merchandising manager, 
WWLP-TV. Springfield, Mass., from 
western Mass. sales rep for Food En- 
terprises, New England . . . Ira 
Kamen to executive v.p., Teleglobe 
Pay-TV System . . . Robert F. 
Lewine elected president of National 
Academy of Television Arts and Sci- 
ences . . . Douglas Brown, from 
Headley-Reed; J. Myles Riley, from 
the restaurant business; both to ac- 
count executives at WBRE-TV, Scran- 
ton, Pa. . . . Donald T. Meier to 
manager of radio and tv relations for 
the 1961 Chicago International Trade 
Fair . . . Fred L. Bernstein to gen- 
eral sales manager, WLOS-TV, Green- 
ville, S. C. . . . Martin Giaimo to 
manager. WNEM-TV. Flint. Mich., 
from manager of WPOX, Pontiac . . . 
Richard A. Noll to national sales de- 



partment, TvB, from marketing e 
ecutive at Compton . . . Paul Ke 
nedy, Jr. to sales staffer, KCOP 
L.A., from L.A. manager of Weed . 
Richard A. Noll has joined the n 
tional sales department of TvB fron 
marketing executive at Compton . 
Bob Church, assistant merchandi 
ing manager, KTTV, L.A., moved uj 
to merchandising manager . . . Wil 
ham P. Dix, Jr. to general man 
ager. WDAU-TV, WGB1. and Muza 
for the industrial valley, all in Scrar 
ton, Pa. . . . Jack Donahue to ger 
eral sales manager, KTLA, Holl) 
wood, from national manager, sam 
station . . . R. L. (Danny) Cocl 
rane to general sales manage 
KXTV, Sacramento. Calif. 

Kudos: WBBM-TV, Chicago, we 
awarded the American Heart Assi 
ciation's Gold Medal for The Foi 
Seasons documentary. 

Wbat might be termed the nt 
degree in efficiency was achieve 
at WHDH, Boston, in connectio 
with the transatlantic handling c 
a boxing match. 

This is what transpired in * 
hours: (1) secured internation, 
rights to the Paul Pcnder-Ter 
Downes bout for the world's niiddl 
weight championship; (2) hookc 
passage for a blow by blow sport 
caster; (3) secured trans-atlant 
telephone line communications fi 
live coverage; (4) sold the entu 
package to Schacfcr. 

Radio Stations 

An RAB contest challenges adve- 
rsers and agencies to guess lie 
many summer weeks radio won I 
lead tv this season. 

Official figures will be announc'l 
by Sindlinger, media analysts, w> 
reported last year that radio toppl 
tv for eight summer weeks. 

Pulse is expanding its west co;l 
operation from sales service » 
full scale research. 

The new plant will have its o ' 
production facilities and will be he;- 
ed up by Allen S. Klein, national sa< 
director since 1958. 

Ideas at work: 

• WGLI, Babylon. N. Y., searcl ( l 
among its listening audience for e 
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jldest radio and gave first prize to an 
1890 radio— with a newer order horn. 

• WINK, Manchester, Conn., has 
initiated a free wake up service to 
residents of the Hartford metro area. 

• WOW and WOW-TV, Omaha, 
broadcast an eve-witness report of the 
^rash of the United Airlines jet in 
Denver by passenger Lyle Demoss 
barely 30 minutes after the accident 
occurred Tuesday last. The broadcast 
was believed to be the first word of 
the accident and to have preceded the 
wire service report. 

• WBAL, Baltimore, will give 
Marylanders an opportunity to hear 
1 recreation of the blood) battle of 
Bull Run in a documentary to be run 
12 July at 9:05 p.m. The program 
.vas produced by the radio/tv depart- 
ment of Bob Jones University, S. C. 
The program is called First Manassas 
>r the Battle of Bull Run and is pre- 
sented as seen by three anonymous 
larrators or observers who roamed 
!>ver the battlefield from one side to 
,he other presenting descriptions of 
,he action and interviews with offi- 

ers, soldiers, and local residents, 
he station will endeavor to turn 
•ack the clock so that iMarvlanders 



can witness history in the making. 

• WKTG, Thomasville. Ga.„ has 
hired a blind announcer. \cd Benton. 
A junior at the University of Georgia. 
Ned is working at, the station during 
the summer vacation as Sunda) after- 
noon disk jockey and is doing a top 
job. He is a radio and tv major at 
the University and is pioneering the 
course at school. At the station he 
runs the Sunday afternoon program 
featuring Broadwa) show tunes and 
some modern jazz. He works alone 
running three turntables and four tape 
recorders and Mutual news every half 
hour. 

• WAMO, Pittsburgh. Pa., used a 
group of volunteer phone operators 
to take phone contributions during 
the station's all-da) radiothon appeal 
for NAACP membership. 

• KltAK, Sacramento, set up its 
broadcast studio right out in the open 
for a full week during its Western 
Days promotion at a village shop- 
ping center. 

PEOPLE ON THE MOVE: Lloyd 
Webb to station manager. WJOB, 
Hammond. Indiana, from sales man- 
ager of WAIT and WJJD, Chicago 



. . . Thomas L. Tieriiaii to account 
executive. KYW. Cleveland, from 
commercial manager. WKKE. Hunt- 
ington, W. Va. . . . Don Sherman 
to WT1!Y. Albam . as account ex- 
ecutive, from WENE. Binghaniton, 
\. Y. . . . Bill Tihjw to account ex- 
ecutive, WABC, New York, from 
W'DEE. New Haven. Conn. . . . Dale 
Drake to national-regional sales 
manager, KXOL. Port Worth . . . 
Frank A. Orth to director of sales, 
W1CE, Providence. It, I., from presi- 
dent and general merchandise man- 
ager, Cherr) & Webb, Providence . . . 
Hermann Maxwell to sales man- 
ager, WINS. New York, from direc- 
tor of sales. WNBC-Radio . . . Thom- 
as K. Bishop to general sales man- 
ager WSAI. Cincinnati in charge of 
sales operations above national and 
local level, from general manager. 
KAJI. Little Rock. Ark. 

They were elected v.p.'s: Wen- 
dell B. Campbell, managing direc- 
tor, KGBS, L.A., and John C. Mol- 
er, managing director, W1BG, Phila- 
delphia, have been elected v.p.'s by 
Storer Broadcasting . . . Jack S. 
Sampson to v. p. of Storz Broadcast- 



OVERWHELMING DOMINANCE 



proves merit of balanced programing 




PERCENTAGE LEAD 



Monday- Friday 

Signon-9 AM 

9 AM-12 Noon 
Signon-Noon 
Noon-3 PM 

3 PM-6 PM 
Noon-6-PM 
6PM-10PM 

10 PM-Midnighl 
6 PM-Midnight 
Saturday 

Sign on-6 PM 
I 6 PM-10 PM 



Total 
Homes 



120.0% 
89.5% 

116.2% 
95.7% 
26.90/o 
53.8% 
32.7% 
40.3% 
33.3% 

58.1% 
42.6% 



•ARB— March. 1961 

KNOE-TV OVER COMPETITION 

Monroe 
Metro 

Ouachita 

Parish 
tCounly) 



70.3% 
232.9% 
161.5% 
326.3% 
109.0% 
172.7% 
105.8% 
101.2% 
104.9% 



111.1% 
159.7% 



10 PM-Midnight 
6 PM-Midnight 


248.3% 
63.5% 


504.2% 
198.4% 


^und^v 






Sign on-6 PM 
6 PM-10 PM 
10 PM-Midnighl 
6 PM-Midnight 


69.5% 
100.5% 
473.3% 
1 1 5.5% 


259.2% 
203.20b 
1830.3% 
136.7% 


Sundav-Saturday 






6 PM-10 PM 
10 PM-Midnighl 
6 PM-Midnight 
9 AM-Midnight 


42.1% 
91.8% 
46.9<!, 
54.8% 


124.70/q 
195.3% 
132.2% 
154.3% 



•Nielsen Station Index, March-April, 1961 

PERCENTAGE LEAD KNOE-TV OVER COMPETITION 

Total Homes 



KNOE-TV 



Monday-Friday 

9 AM-Noon 
Noon-3 PM 
3 PM-6 PM 
Noon-6 PM 

Sunday-Saturday 

6 PM-9 PM 
9 PM-Midnight 
6 PM-Midnight 
9 AM-Midnight 



Channel 8 
Monroe, Louisiono 

The only commercial TV station licensed in Monroe 



84.4% 
129.2% 
M.3% 
96.8% 

61.4% 
71.6% 
66.5% 
69.5% 



CBS * ABC 
A James A. Noe Station 
Represented by H-R Television. Inc. 
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ing. he is general manager of KOMA. 
Oklahoma City. 

Diversification: Rollins Broad- 
casting, owners of nine radio and 
tv stations, has bought the outdoor 
advertising company. Trihble. for an 
amount in exress of $3-millioit. 

Sport sales: WCAU, Philadelphia, 
has signed Ballantine (Esty) for one- 
half sponsorship of the Philadelphia 
Warriors. The schedule will include 
some 40 games. 

Thisa 5 n* data: The Balahan sta- 
tions have renewed a franchise agree- 
ment with Community Club Awards 
for the fourth consecutive year. 

Kudos: John Gilinore, CCA pres- 
ident, was named Mr. Clubwoman of 
1961 by the National Clubwoman As- 
sociation for recognition of more than 
$5-million in cash given to women's 
clubs by the CCA . . . Roger Gar- 
rett, general manager of WBOY 
(radio-Tv), Clarksburg, W. Va.. was 
elected to the Mayor's office of Clarks- 
burg . . . Larry Burroughs, pro- 
gram director, KPHO. Phoenix, was 
named executive secretary of the jun- 
ior division. Advertising Association 
of the West . . . KRAK, Sacramen- 
to, Cal., w as the recipient of an award 
from the Northern California Tele- 
vision-Radio Council for Tuberculo- 
sis Education for outstanding service 
in improving community health in the 
fight against tuberculosis . . . KCMO- 
TV, Kansas City, has been named a 
winner in the 1961 nation-wide broad- 
casting competition for support of 
Radio Free Europe. Other stations 
cited were: KPIX-TV, San Francis- 
co; WBZ, Boston; WEJL, Scranton. 
Pa. The winners will be given a trip 
to Europe highlighted by a tour of 
inspection of Radio Free Europe's fa- 
cilities in West Germany and Portu- 
gal. 

Happy Anniversary: Storer's o&o 
WWVA, Wheeling, W. Va.. honored 
six of their staff for twenty-five years 
of service. 

The winner: Murray Kaufman, 

WINS. New York, personality, was 
named New York's 1961 radio star 
after a month of voting by fans 
throughout the greater New York 
area. 



Fm 



KCFM, St. Louis, celehrated a re- 
birth after rebuilding its facili- 
ties which went up in smoke in 
May 1960. 

The opening of new studios and of- 
fices was inaugurated with the advent 
of stereo. 

There are an estimated 200,000 fm 
sets in the St. Louis area. 

WFMT, Chicago, has increased its 
power fourfold, from 29,500 
watts to 120,000. 

The Fine Arts station now is able 
to give reception to communities 
hitherto unable to receive Chicago fm. 

WMET ( AM -FM), Miami, has be- 
come the first full-time Spanish 
broadcasting station in the Miami 
area. 

Roberto Creus, production man for 
CMQ. Havana (before Castro) will 
assume duties as program director. 

The station will broadcast with all 
Latin Americans in view. 

Thisa 'n' data: KPEN, San Fran- 
cisco, will be the first fm station in 
western America to begin stereo mul- 
tiplex broadcasting, as of the first 
week in August. 

Networks 



TvB reports that for the first 
time Metrecal, Swan Liquid de- 
tergent, ami Du Pont paints were 
among the first 15 brands in net- 
work tv billings for April 1961. 

Metrecal was second among the 15 
with billings of $739,047; Swan 
liquid was fifth with billings of 
$554,704, and Du Pont paint was 
ninth, with $475,324. 

The top brand in April was Anacin 
with billings of $814,432, while the 
leading company was P&G with bill- 
ings of $4,062,425. 

ABC TV took six of the ten top 
shows in the Nielsen 2 June 50- 
market ratings. 

The remaining four went to CBS. 

A curious sidelight to these ratings 
is that of the ABC TV leaders three 
are reruns and the other three new 
shows. Also, three are mystery 
dramas and three are comedies. 

PEOPLE ON THE MOVE: Jack 
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H. Mann. ABC Radio director of 
advertising, sales development and 
research, assumes duties as director 
of ABC Radio Pacific and ABC Radio 
West . . . Jules Herbuveaux, NBC 
executive, to the staff of NBC senior 
executive v.p. for special projects . . . 
Harry E. Hobbs Jr. to central divi- 
sion sales manager, NBC Radio . . . 
Arthur Wittiim to director of in- 
formation services. CBS Radio, Holly- 
wood. 

Radio sales: CBS Radio sold two 
segments of Arthur Godjrey Time to 
Onamia Manufacturing on behalf of 
Luralight (Strandberg and Assoc., 
Minneapolis) . 

New affiliates: WDEB, Pensacola." 

Fla., has joined with CBS Radio as 
of 16 July . . . WCKY, Cincinnati.) 
will become the outlet for MBS as of 
23 July. 

Representatives 



Rep appointments: KCUL, Fort 
Worth, and WRR, Dallas, to East-, 
man . . . WSOR, Windsor, Conn.j 
to Breen and Ward . . . WHNB. 
Hartford, Conn., to Hollingbery . . 
WKGN, Knoxville. Tenn.. to RadiH 
TV. Reps . . . WBOS (AM-FM), 
Boston, to Weed . . . WFUN, Miami 
to Eastman . . . WHIY, Orlando 
Fla., to Venard, Rintoul & McConnel 
. . . WHNB-TV, Hartford, Conn., t.) : 
Hollingbery . . . WWHY, Hunting, ^ 
ton, W. Va., to Advertising Timi 
Sales. 

Happy Anniversary: Spot Time 
Sales is celebrating its first year o 
operation. The firm, founded 1 Jul 
1960, reps 33 radio properties. 

Film 



The formation of Tele-Videj 
Productions, specializing in film 
for tv and tv commercials, wa 
announced by Lew Pollack. 

Pollack founded new firm as ou 
growth of Lew Pollack Production; 

Jayark Films' president Rube 
R. Kaufman revealed that th 
firm's gross sales during the firl 
six mouths of 1961 were inoi 
than double those of the saw 
period in I960. 
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The greatest gains were registered 
iringf the month of June. The gross 
les for that month were 5.7 times 
eater than those for June I960. 

'«/i/ Time, children's tv weekly 
ries produced by Fred A. Niles, 
hieago, for the National Luther- 
i Council, is adding; markets for 
total of 125. 

Stations starting the first 39-week 
ries in June are: KVKM, Mona- 
ins, Texas; WKBT, La Crosse. Wis.; 
WOK, Worcester, Mass.; KFEQ. 
. Joseph, Mo.; and KUAM, Agana, 
uam. 

EOPLE ON THE MOVE: Hamu- 
li W. Howard to sales executive, 
'eenwicli Production Film division 
. Eve Baer to manager, program 
,rvices for Z1V-UA from adminis- 
1 itive assistant, same firm . . . Ken- 
•th A. Silver to v. p., Alexander 
ternational . . . Earl Klein, presi- 
nt, Advantage Film Sales, re-eleeted 
! head hoard of directors for another 
ar . . . James E. Witte to general 
les manager, Tele-Tape Productions 
im producer-salesman, same firm 
,. . Joseph (Red) Musoato to 
lies account executive, Arrow divi- 
Sni of 1TC . . . Ro Iaimelli to v.p. 
i charge of sales, Lane-Cole-Dietz 
.| . Robert R. Rogers to account 
• ecutive. ABC Films, from ITC's 
In program sales department. 

Public Service 

VMCA, New York, lias made 
Miie progress in its case against 
- w York State's legislative ap- 
] rtionmeiit. 

Federal Judge Richard H. Levet, 
i hearing the case, first of all threw 
< Attorney General Louis J. Lef- 
Uitz's request that the ease be dis- 
i vsed. The judge then directed that 
J-pecial three judge Federal Tri- 
I lal he set up to try the suit which 
*jks to have Article 3, Sections 2 to 
•>of the New York State Constitu- 
Ki declared illegal. 

The plaintiff's ( WMCA and the city 
"I New York) suit charged that the 
a 'ortionment statute was "grossly 
Ujair in that it weighted both houses 
"the Legislature in favor of lesser 
(j'ulated rural areas to the great dis- 
aiantage of densely populated areas."' 

Phlic service in action: WZOK, 



Jacksonville, Fla.. entitled a safety 
campaign The Dying Hours, referring 
hoth to the final hours of the holiday, 
and the most critical hours of traffic 
deaths. The program was aired from 
dusk to midnight . . . ABC o&o's 
had the support of Norman Cash, De- 
troit Tigers, and bandleader Johnnie 
Long during the month of Jul) in a 
promotion for cleaner cities . . . 
WTOP-TV, Washington. 1). C, will 
run a special entitled The Second 
Heart, delving into the miraele of 
open heart surgery. The program, to 
be seen on Portfolio, 27 July, 10:00- 
11:00 p.m., was produced and filmed 
last fall by the News and Puhlic Af- 
fairs department of WJXT, Jackson- 
ville, Fla. The program revolves 
around Julie, an 11-year old heart pa- 
tient, and explains how her heart de- 
fect occurred, how it was discov- 
ered, and how it was finally diag- 
nosed, and the actual step-by-step op- 
eration. The major portion of the 
program involves films taken in the 
operating room. The voices of a nar- 
rator and a surgeon at the operating 
table share the description as Julie's 
chest is opened and the operation pro- 
ceeds. The American Heart Associa- 
tion cited WJXT shortly after the pro- 
gram for "distinguished serviee and 
leadership" for presenting the pro- 
gram in Jacksonville . . . WBZ, Bos- 
ton, is programing an in-depth analy- 
sis of America's image abroad. The 
two-part documentary, entitled As 
Others See Us, is to be featured by 
the station in prime time 17 and lo 
July. The show deals with those per- 
sonages who see the problem from all 
the angles of life. 

Freedoms Foundation, Valley 
Forge, Pa., and the seven radio 
stations of Storer will join to cre- 
ate a series of one-minute pro- 



gram capsules called t'oiwg of 
Freedom. 

The series, consisting of famous 
historical documents on American 
freedom and patriotism, will be made 
available to all radio stations in the 
country. 

All U.S. radio stations will be in- 
vited to carry the series of 15 one- 
minute programs per month. Each 
release will be provided on tape at-sev- 
en and one-half inches per second, for 
a prepaid eharge of S2.00 per month, 
refundable upon return of tape. 

Kudos: WCAU, Philadelphia, for 
the program Governments of Man, 
won first place in the American Col- 
lege Public Relations Association Na- 
tional Honors Competition categon 
C. class 3 — radio tapes. Governments 
of Man. 'Argentina', Part 11. John 
Anthony Brown, writer and narrator 
of the programs, accepted the award. 



The American Association of Ad- 
vertising Agencies has elected 
new officers and a board of gov- 
ernors as plans are being made 
for the organization's annual 
meeting 12 October at the Am- 
bassador West Hotel in Chicago. 

Paul C. Harper, Jr., president of 
Needham, Louis and Brorby. has 
moved up to the post of chairman: 
new vice-president is George Bolas of 
Tatham-Laird. while Buckingham W. 
Gunn of Clinton E. Frank has been 
named secretarv-treasurer. 

' & 

RTES will have as guest speaker 
Chairman Newton N. Minow of 
the FCC on 22 September. 

The occasion is the first Newsmak- 
er luncheon of the 22nd year of the 
society. ^ 



Q 

A. 



Can BONDED handle my 
taped shows? 



Yes indeed. BONDED pio- 
neered expert handling, ship- 
ping and storing of Videotape 
shows. 



BONDED 

TV Wl\ 




CHICAGO *Afi& 
LOS ANGELES ■ 
TORONTO 

A Division of 

NOVO INDUSTRIAL CORP. 



> >N"S0R 
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Robert A. Dearth will join Kenyon & Eck- 
hardt as senior v.p. in charge of the Detroit 
office. He has been president and general 
manager of Morse International Advertis- 
ing, a subsidiary of Richardson-Merrell. 
Dearth came to Morse in 1956 and was 
given responsibility of the Vick drug line. 
For seven years before 1956 he was with 
Ross Roy in Detroit, where he remained 
until he became v.p. and assistant to the president. Prior to that he 
was with McCann-Erickson as account executive. 

James T. Victory has been appointed 
general sales manager of CBS Films. Vic- 
tory, who has held the position of director 
of syndication sales since April, 1960, 
joined CBS Films in 1953. as account ex- 
ecutive. He was promoted to account su- 
pervisor in July. 1958. Before this, he was 
with 20th Century -Fox for 11 years in vari- 
ous sales capacities in the east and mid- 
west. Victory was a captain in the Arnij during World War II and 
participated in the Pacific campaign. He is a native New Yorker. 

E. Jonny Graff, veteran radio and tv 
broadcaster, has been named general man- 
ager, WNTA (AM-FM), New York, from 
his former position as v.p. in charge of 
easterp sales and a member of the board 
of directors at the same station. Before 
joining the NTA organization he was v.p. 
in charge of sales with Snader Telescrip- 
tions, film syndication firm. In 1948 he 
pioneered in tv as program director and head of production at WBKB. 
Chicago. From 1945-48 he was with Donahue & Coe. 

Monte DeVon has been appointed man- 
ager of KIMA, Yakima, Wash. He replaces 
Bob Dolph who is leaving to enter his own 
business in another city. DeVon has been 
with Cascade Broadcasting for three years. 
Previously, he was associated with KODL 
in The Dalles, Oregon, as sales manager. 
He moves to his new position in radio 
from Kl MA-TV where he was engaged in 
sales. Having started his broadcasting career eight )ears ago in 
radio, the new station manager is no stranger to the business. 
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It's packed! 

And it's 
the one 
and only 
all-radio 
factbook! 



RADIO 
BASICS 

Out late July 
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I rank talk to buyers of 
air media facilities 



The seller's viewpoint 



Violence and strong emotionalism have been an integral part of literature, 
drama, painting, etc., through the ages, point out G. William Boiling, assist- 
ant to the president, The Boiling Co., in rebuttal to criticism of violence in 
television. He calls attention to critics who object to violence on tv, ret relish 
'he same type of action in operas or classic motion pictures. Boiling further 
states that since we live in a violent age, it is important that we learn to live 
'lith it. He relates this to the Darwinian evolution theory that survival de- 
fends on ability to adapt to a changing environment. 




The constructive side of violence 



e hear mueli denunciation of violence on television 
hese days from the FCC. syndicated critics and outspoken 
iv people but this seller's viewpoint is one of pride to be 
ssoeiated with a medium which depicts strength or en- 
rgy actively displayed. 
These are violent times, as were the 20's, the 30's, 40's, 
nd 50's. All around us there is violence on street corners, 
iolence in the flower garden and no thinking person can 
p unaware of the fierceness among nations. Charles Dar- 
in accurately pointed out that the course of evolution 
(early showed those inhabitants of a changing environ- 
lent who adapt to the conditions at hand survive while 
lose unable to do so perish. So let's recognize we live in 
world surrounded by violence and learn to live with it. 
The criers of alarm would have us believe the violence 
»rt rayed on television is a new kind of poison which will 
^tort our society. Nothing could be farther from the 
uth. From Sophocles to Spillanc the world's most popu- 
r authors have involved their characters in every con- 
•ivablc physical, political and emotional violence. Many 
our own movie classics depict a train of violence against 
hich not a cry is uttered. For example, in the first reel 
D. W. Griffith's 1926 epic "Orphans of the Storm.'" 
ere is exhibited plague, riots in prostitutes prison, tyran- 
. beheadings, contemplated sororieide. and rebellion, \ et 
len such a feature is exhibited on tv the watchdogs 
ats) purr with cultural contentment. How true is this 
iote from Max \Y\ lie's recent article "What's Wrong 
th our Critics": "Violence of the most extreme kind, 
"tures of the most diabolical have the instant endorse- 
j'nt of Mr. Crosby's purity league the instant these vil- 
nies are committed by a sweating tenor in a pair of 
I ht pants singing in French. That's quite all right be- 
l^e it's opera. Hut it's all wrong for these villainies to 
committed in a pair of tight levis and in English be- 



cause then it's a western." 

A good look through an art museum or library cannot 
help but point out that most enduring and great art has 
an intensely emotional appeal. How then can we expect 
good entertainment on tv to do less than call for strong 
emotional involvement? And when severe emotional ex- 
ercise is in play there's bound to be heat and ofttimes 
violence generated. 

It seems to me. therefore, we in the industry should be 
proud to associate with elements which bring good enter- 
tainment and drama to 1<°>0 million Americans every day of 
the year, even if that drama and entertainment does eon- 
tain violence, for surely there can be no drama without it. 

Were television's current detractors to run a high-brow 
program system in place of today's obviously eagerly- 
watched fare, what makes them think their choices would 
gain favor? What they advocate is entertainment for 
themselves — riot for the majority. And their conception 
of good programing is already available on television 
down to the smallest market. The fact of the matter is if 
people wanted more of this type of entertainment they 
would currenth support it — in both ratings and box office. 

Certainly the quickest road to ennui is a steady diet of 
chocolate cake. And if there's anything this country does 
not need it's more apathy on the part of its citizenry. Al- 
ready the biggest problem we face regarding do-it-yourself 
patriotism in the face of ver\ active hostile neighbor na- 
tions is a "let George do it'" attitude about making the 
personal sacrifices necessary to keep American the land 
of lusty individualism and freedom of spirit it once was. 

If a necessary ingredient in drama is \ iolence then I'm 
all for raising hell se\cn nights a week on the tube. We 
just ma\ find such drama lias educated our torpid Ameri- 
cans and stretched their imaginations to bring about indi- 
vidual self-discipline on which good citizenship is built. ^ 
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SPONSOR 



Why tv must get off the dime 

We are deeply concerned about the current state of tele- 
vision's public image. And we think that the industry should 
be too. 

The echoes of Chairman Minow's "wasteland" speech have 
been dying away. The FCC program hearings have closed 
for the summer. 

But let no one be lulled by this summer hiatus. 

Anti-tv attacks are going to be renewed in the fall and 
they'll probably be rougher, tougher, more dangerous, more 
vicious than ever. 

Meanwhile, what is the industry doing? Well, much as we 
hate to say so, we think that manv tv men have been sitting on 
a dime, hoping wistfully that "all this will pass." 

So far, we've seen practically no evidence of any confident 
positive planning by any arm of the business to vigorously 
upgrade the public image of the medium. 

Let's face the unpleasant truth. The events of the past six 
months have conspired to create a public impression that tv 
broadcasters are 1 ) irresponsible, 2) interested only in a 
buck without regard for how it's made, 3) wholly deter- 
mined to maintain and justify the status quo, and completely 
oblivious to any need for improvement. 

The fact that every one of these accusations is a gross libel 
has nothing to do with the case. The industry's enemies (and 
they are numerous and powerful) have succeeded in getting 
more and more public attention for these viewpoints. 

And the industry, in its replies, has too often seemed weak, 
defensive, and unprogressive. 

We believe that television, as we know it, cannot survive 
unless a strong, positive program of industry public rela- 
tions is undertaken immediately and aggressively. 

We think such a program must go far beyond, in concept, 
and in execution, anything ever before attempted. 

We think it should be centered in Washington, under the 
direction of Governor Collins, and that to be effective, it must 
have the united, enthusiastic support and participation of the 
best brains in television. 

We call on the N4B, on the networks, and on all responsi- 
ble tv broadcasters, to act quickly on this proposal. ^ 



lO-SECOND SPOTJ 

Baseball manager to team: 9 

right, you guys, here's the line-up I 
the 19G1 season. Gus. you're off 
shaving commercials, Ed will do 'J 
Pete, Bob, and Cy will do cigand 
commercials; Sal and Lefty, breJ 
fast-food commercials; Carl 
Whitey, sports cars; Tony, Jake, 
Morrie, deodorants!" (Caption fij 
Register and Tribune Syndicate 
toon.) 

Two on the aisle: At CBS thej 

chortling over the ardent plea fol 
program tickets on the part of a ta 
ist family one Sunday. "Anything! 
the Ed Sullivan show," queried ] 
head of the household. When the | 
work representative replied in 
negative, the harried father cainel 
with, "How about Candid Camet 
The response was "none availal 
Whereupon, as a desperation play J 
determined dad exclaimed, "Can't 
even pet in to see Doug Edwards\ 
the News!" 

Those administrator! egg-ht 

In the course of a recent install 
of ABC-TV's Issues and Answers I 
gram, Postmaster General J. YA<\ 
Day referred to the controve 
Henry Miller novel, "Tropic of 
cer," as "obscene, lewd, lasciviouj 
decent, filthy in content." He 
on to say that the argument of W\dW 
value and the right fo people to ji2< 
for themselves without the govn 
ment telling them what to read/i- 
always made in this sort of a thp 
and that's what complicates the lat 
ter of court decision as to wheth i 
can be banned." The Postmaster e 
admitted he hadn't read the l J| l> 
Who said the neiv Administrh 
were all Harvard men? 

Off-season blues: In a New Y&< 

cartoon a distraught husband is * 
stalking out of his living room > 
huff, leaving behind his wife anO" 
children whose eyes are glued t- th 
tv screen. As he reaches the 
his wife shouts after him. "Jus 1 
cause you happen to have total V* 
doesn't mean the rest of us can 
joy re-runs!" 
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QUALITY TELEVISION SELLS 

RICH, RICH SOUTHERN NEW ENGLAND 



QUALITY IN THE SKILL OF THE HORTICULTURIST IS ABUNDANTLY EVIDENT IN THE ROSE GARDENS 
OF HARTFORD'S ELIZABETH PARK. A MECCA FOR THE FLOWER LOVERS OF THE NATION. 

IN RICH, RICH SOUTHERN NEW ENGLAND. QUALITY IN TELEVISION IS THE HALLMARK OF WTIC TV 

OH YES. WTIC-TV PROGRAMS ARE HIGHEST RATED TOO. 



WTTr/ftTV Q 

" V J- J- \SS/ V HARTFORD, CONNECTICUT 

REPRESENTED BY HARRINGTON, RIGHTER & PARSONS, INC. 



A New Concept in Documentaries 




Packaged for Local Us 



PERSPECTIVE ON 




GREATNES 



GROWING! This dramatic new concept in documentaries is being picked up fast from coast 
coast ! Every day more and more markets join the success parade of these thirteen hour-la 
specials starring such renowned figures as Lindbergh, Al Smith, General MacArthur, the Duke a 
Duchess of Windsor, De Gaulle, and more. Actual, on-the-seene filmed highlights in their livi 
from the world-famous film libraries of Hearst Metrotone News, are skillfully augmented wit 
new footage from Hearst Metrotone cameramen throughout the world. All brilliantly wove 
together by the masterful writer John OToole, to give a true "PERSPECTIVE ON GREATNESS, 
Dramatic entertainment of real prestige and stature. The kind to attract important local adve 
tisers. Plus this practical bonus: a single, compact, easily stored source of material on famoi 
people — complete shows to run at a moment's notice when needed. 



A Great New HEARST METROTONE Production 





FILMS INC. • SUITE 
THE CHRYSLER BUILDll] 
NEW YORK 17, N. Y. MU 7 0S, 



